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MAKES DEBUT 


Concerted Effort 
Being Made to Aid 


Rough Proofs 


Gladys the beautiful receptionist 
says an advertiser with six or eight 
agencies must have an awfully good | 
time at an ANA convention. 


Complaints of Gas Ad Pool 
Induced Inquiry: Arnold 


v 


Small Business 


| Government Moves to’ 
Relieve Hardships in 
Non-Defense Ranks 


DRAFTED 


- © 


A Senate committee says there’s | 
no gasoline shortage in the East, and | 
recommends dropping restrictions | 
on sales. Nobody wants Harold | 
Ickes to have any fun. 


} 
A 


Washington, D. C., Sept. 1 
Howls from the hinterland having | 
been heard and heeded at last, con- | 
certed effort has been launched by | 
| various divisions of the government | 
|to aid small business men in non- 
defense industries whose supply of | 
materials has been cut off through | 
priorities. 

Steps taken by the government | 
within the past fortnight to allevi- 
ate a critical situation include the 
following: 

1. Creation by executive order 
of a Division of Contract Distribu- 
tion, which absorbs the old Defense | 
Contract Service, with the express | 
task of spreading contracts more 
widely among smaller businesses. 


i Ae 


If helpful friends such as Travel- 
ers Insurance and Edison Splitdorf 
continue to show motorists how to 
save gas, it’s going to take the ad- 
vertisers a while to restore that 
feeling of careless extravagance 
after the emergency is over. 
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Ivory soap wants to help women 
save precious silk stockings and get 
“thrilling extra wear.” The thrill) 
belongs to the lucky man fortunate 
enough to pay for the stockings. 


Type of copy being used to keep Mirro 

aluminum ware before the public al- 

though the manufacturer's output has 

been drastically curtailed by defense 
restrictions. 


Pre-cooked soup mix, new member of 
Quaker Oats family, to be promoted in 


a single test city soon. 


vgv¥seey? 


“Fight for rights in FTC disputes, | 2. Announcement by the new) . . 
attorney advises.”—Headline in| Q ak Oats to Supply Priorities and Allocations | 
ADVERTISING AGE. H er Board of a policy that civilian econ- iffd on inues 


Fighting for your rights is what omy “must be kept in good running 


makes business good for legal aa | { | t order and in more than stand-by Ad ti 4 f 
perts. rary | ar es .) on :_ by SPAB of a ver Ising 0 


nation-wide survey to determine as 


A uque. tate popes quoted «o| Mey Mother's Soup (arse 8 ayy 
gh tian tage paper is quoted =s NEW MOMELS SOUP = ssvance as pointe ott) Alyminum Line 
ought to speak to the newspapers | ; 


civilian requirements. 


| 


about anti-alcohol sentiment. The 
editor probably doesn’t remember 
what caused the big blow in 1919. 


First Copy to Appear 


Moves to Ensure Market 
in Week; Cautious Pro-. 


After Demands of De- 


Now Spreading the Work 


4. Adoption by the War Depart- 
,vwe¢ } gram Planned ment of a new “spread-the-work” | fense Are Met 
| . program, designed to “eliminate | : : . 
of Freehold announces a _ reference Chicago, Sept. 12.—Another pro-| gictress caused by loss of business Manitowoc, Wis., Sept. 10.—What 
issue to contain an official roster of |} motional baby will join the rapidly | to small industries through the does a manufacturer do about mer- 
al realtors. Wonder if an ordinary|expanding Quaker Oats Company | exercise of priorities and the scarc-|Chandising when defense needs 
real estate man has an outside| family of products within the next} jty of raw materials.” knock his production into a cocked 
chance of being among those pres-|ten days when an entirely new) ‘5 fssuance by the Office of|hat? If he’s a defeatist, he cancels 
ent product — whose introduction has| production Management priorities | @l! his advertising, fires all his sales- 
in eee | been rumored for many months—| division of an order granting auto-|men, and has the phone discon- 
Guy Holcomb, described as a for- | will make — debut we a single test |matic priorities aid to 20 essential nected at his office. Or if he’s an 
mer ‘small business man himself | city, the location of which is being | jndustries for necessary repair |Opportunist, he looks around for 
beads the smell business section Tae like a state secret. _ | work, |something else to make or to sell. 
ne the anti-trust division of the De-| The a product is Mother's! Coincidental with the concerted} But if the manufacturer with his 
partment of Justice. But you're | 20UP> a pre-cooked ——— which | governmental effort to save “prior-| production line knocked out from 
e—f setting into big business now Guy.| ‘5 reported to differ from the| ity casualties” from business ex-| under him happens to be the Alu- 
' ~~~"; plethora of dehydrated foods now | tinction, the United States Chamber | minum Goods Mfg. Company, with 
vv, er In a gw gp | of Commerce reported that a survey | a line hit as hard by defense as any | 
' . | Parliculars, ang which was intro) of 6,000 small non-defense manu-|line you can think of, he buckles 
Bag dlemsrue ppeeead eau aoe a ag Sig soeyomee vem a 'facturers showed 90 per cent of | on his selling shoes and keeps right 
hed of tts Ganectment of semee| are baa vs tenbitedl tt ia recto | them believe they will be forced to|on with his promotion, knowing 
~al. tion. But wh in te & _| cc — lips = inl _ var _— reduce operations drastically in the | that some day he’s going to have | 
i ; . 0 be Ppro-'! pea, yellow pea and navy bean—are (Continued on Page 42) (Continued on Page 42) 
noted into a hospital? purees, and the “soup mix” con- 
Ow: eee sists bs a so gpendh which is stirred - 
into hot water and requires no fur- 
St i it is — = a| ther additions of pave kind. It is Last Minute News Flashes 
‘arger endowment, as who doesn’t.!a whole soup, fully cooked, sea- P ‘ 
. But, if anyone is qualified to put the| soned and a to serve. and its) Curtis Reverses Stand on 2°, Cash Discount 
ee on Mr. Big, it ought to be an} consistency can be varied at will,| Philadelphia, Sept. 12.—Reversing its decision of May 29 to discontinue 
ry— gency man. 'merely by changing the relative ‘the 2 per cent cash discount as of Feb. 1, 1942, Curtis Publishing Com- 
ing *e @ | proportion of water used. | pany today announced reinstatement of this allowance. Asserting that 


“Do you make an effort to get! 
‘long well with other people?” the | | count as it is generally understood to be in business,’ 
Milwaukee Road asks its employes.; Promotional plans for the new| integral part of the financial structure of advertising,” 
The time to ask that question is | product are being closely guarded,| ment said: “We are glad to support it in principle.” 
when a hairy-chested truck driver|>Ut ADVERTISING AGE learned this | 
finds a mistake in the bill of lading. | Week that the initial test will utilize Co 

|}newspaper and radio advertising, 


Series of Tests Planned ’ 


and that it is “an 
the Curtis state- 


-op League Plans First National Ad Drive 


, 2.8 and will probably extend over a Kansas City, Mo., Sept. 12.—Representatives of regional associations of 
Gracie Allen is supposed to boost | three-month period. In keeping | the Cooperative League of America, meeting here, adopted plans today 
Swan soap “in her own inimitable | (Continued on Page 42) iW hich, if approved by national and regional boards, will mean that the 
anner” by saying, “It suds up. league will embark on its first national advertising drive for new mem- 
twine 4 7 . ‘ bers, seeking to double its membership of 2,000,000 by 1944. While all 

™m vice as speedy, yes indeedy.”. DIRECTORY OF FEATURES niledel tubitn a ities sadiie in eal Satin 
: racie seems to be slipping since | Ad-libbing . 12 national media are being considered, radio is said to be favored to bear 


Rusie Maiiioss Soden. the bulk of the campaign. 


Business Digest 

Editorials 

Farm Paper Linage 

Getting Personal .. 
Information for Advertisers 
Obituaries ....... ‘ 
Photographic Review 
Rough Proofs 

| Test Campaigns 

Voice of the Advertiser 


N€ stopped eating Grape-nuts. 


7 3 F 


i New Copy for Twenty Grand Breaks in Newspapers 


% New York, Sept. 12.—A new copy theme, “That Twenty Grand and 
12 Glorious Feelin’,” 


American Agriculturist is to cele- 
fate its one hundredth anniversary 
‘January, and will no doubt ex- 
‘’4iIn why it takes a century to con- 
“tt a farm publisher into a Secre- 
“ty of the Treasury. 


47 | key cities throughout the country. The cartoon-style treatment marks 
| | the first copy released by McCann-Erickson since it took over the account 
45 recently. Insertions are 195 lines. Several merchandising innovations 


Copy Cus. 22 | are in the offing for the cigaret, including packaging changes. 


| “the allowance to advertisers is far more than the customary cash dis- | 


Anti-Trust Head Raps 


"Collier's", Praises 
Coca-Cola 
Washington, D. C., Sept. 10.- 


One reason why Assistant Attorney 
General Thurman Arnold recently 
asked leading oil companies to 
return detailed questionnaires out- 
lining their advertising practices 
was to get infor- 
mation on “spe- 
cifie complaints 
that an advertis- 
ing pool had been 
established with 
the purpose of 
using the present 
shortage to raise 
prices and to put 
unbranded job- 
bers out of busi- 


Thurman Arnold 


ness,” it Was 
learned here teday. 

this was disciosed in a lengthy 
letter by Mr. Arnold to John B 


Long, general manager of the Cali- 

/fornia Newspaper Publishers Asso- 
ciation, who had written to inquire 
jof the Justice Department's pur- 
| pose in circulating the question- 
naire. The letter also referred to 
| the anti-trust division’s current 
case against major tobacco compa- 
nies, which is now in progress at 
Lexington, Ky., and contained a 
restatement of anti-trust’s general 
position on advertising. 

As to the oil questionnaire, Mr. 
Arnold declared it was one of a 
|number of others sent to petroleum 
‘firms in connection with pending 
anti-trust cases. In these proceed- 
ings, 22 companies are charged 
with attempting illegally to control 
wholesale and retail distribution of 
gasoline, discriminating against 
|independents and_ conspiring to 
raise and fix prices in certain areas. 


Useful to Price Ceilings 


In addition to checking reports 
of “an advertising pool’”—obviously 
a reference to the $250,000 fund 
raised for a cooperative campaign 
to urge the public not to buy gas 
and to cooperate with Petroleum 
| Coordinator Harold L. Ickes’ cam- 

to save gas—Mr. Arnold 
(Continued on Page 2) 


paign 


No ‘Sudden Death’ 
for GM Promotion, 
Grant Declares 


Detroit, Sept. 12.—General Motors 
set up a scientific control of adver- 
tising ten years ago which provides 
for “a reasonable amount” to keep 
| its name before the public even if 
| plants are shut down, R. H. Grant, 
vice-president of the corporation, 
told newsmen here for the new car 
| preview. This “name” appropria- 
tion is a fixed amount to be spent 
regardless of conditions, and added 
| to this is a variable amount depend- 


| 
| 


|ing on the number of ears sold. 
“There is no anticipation that we 
will do anything different this year 
om the last ten,” he said. “This 
means reasonably good advertising 
appropriations with no sudden stop- 
| page.” 

Mr. Grant pointed out that the 
| corporation has advertising reserves 


will be used by Axton-Fisher Tobacco Company in a| which it will undoubtedly call on if 
43 | newspaper campaign to run for the remainder of this year in about 50| such action is deemed advisable in 


the light of new ear sales figures, 
and declared that cooperative ad- 
vertising with dealers will be con- 
tinued. 
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added that “information obtained 
from the questionnaire is also inci- 
dentally useful in determining any 
price ceiling policy which may be 
imposed.” He explained that of 
course his office has no control over 
price ceilings “but government de- 
partments are trying to avoid dup- 


licate questionnaires for obvious 
reasons.” 
Among charges and _ counter- 


charges made by Mr. Arnold in the 
five-page, single-spaced letter are 
the following: 

1. That the anti-trust division’s 
attitude on advertising is “subject to 
continuous misrepresentation,” with 
Collier’s “the chief offender.” 

2. That “a concerted attempt” 
has been made “to cloud the issues 
in some of our proceedings by rep- 
resenting that the Sherman Act in | 
some way or other can be used to 
prevent the advertisement of com- 
mercial goods,’ and that charges | 
that this law can be so used are 
“nonsense.” 


Offers Coca-Cola as Example 

Mr. Arnold cited as an example 
of “nation-wide successful adver- 
tising which has no taint of ille- 


gality” that used by Coca-Cola 
Company. In this connection, he 
said that “so far as we know, | 


that company has never attempted | 
to coerce its bottlers or its dis- | 


advertising 


| cooperative 


tributors. 


coercion on dealers not to sell 


competing brands. Coca-Cola has 
maintained its predominant posi- 
tion through advertising to con- 


vince the public, not to coerce 
dealers or control distribution.” 


There is no pressure or 


Mr. Arnold mentioned two pat- | 
terns into which most anti-trust 
violations by advertisers fit. The 


first involves control of a system of 
distribution which can be used to 
compel dealers to stock a full line, 
or to refuse to sell retailers who 
handle competitive lines. The sec- 
ond pattern involves the use of 
pools for the purpose 
of maintaining prices and elimi- 
nating competition. Mr. Arnold 
said there is “nothing illegal about 
advertising in itself” 
but it may be used as “the instru- 
ment to further a conspiracy.” 
Collier's was mentioned in con- 
nection with both the oil and to- 
baeco cases, “In September of last 
year Collier’s wrote an editorial on 
the criminal prosecution now being 
tried against the major tobacco 
companies, stating that the anti- 
trust division was prosecuting them 
because they ‘build more attractive 
mouse-traps,’ so to speak, than any- 


| suggested 


| tobacco 


ADVERTISING AGE 


Morris, and Arnold calls’ these 
typical American successes crimes.” 


Charges Misstatement 


“This editorial was a complete 
misstatement of the tobacco indict- 
ment. Had this been the charge 
the indictment would have been 
immediately thrown out of court. 
The federal court in Kentucky has 
recently sustained the indictment 


and ruled that the evidence against | 


the tobacco companies is sufficient 
to go to the jury. 

“Needless to say it was not even 
in the arguments of the 
defense that we were charging the 
companies with a crime 
simply because they advertised their 
products. Due to Collier’s, however, 
the impression still persists that we 
are prosecuting the tobacco compa- 
nies for advertising.” Mr. Arnold 
added that the court’s action in sus- 
taining the indictment and its re- 


|fusal to grant a directed verdict “is 


body else in the tobacco game so | 


that the world beats paths to the 
doors of Camels, Chestertields, 


Lucky Strikes, Old Golds and Philip | 


sufficient proof that Collier’s edi- 
torial misrepresented our position.” 

The “trust- buster’ also com- 
mented on the Collier’s editorial of 
a fortnight ago, entitled “Arnold 
vs. Clean Rest Rooms.” This edi- 
torial called attention to “a crusade 
that smells not too good to us. Mr. 
Arnold is agitated because the 
various oil companies § advertise 
their brands of gasoline and stimu- 


That's a question which should be of concern to every manufacturer who sells to 


the hardware trade. 
can handle. 
vails. 


ing ourselves in the most 


favorable markets. 


Where are those 


Business today may be fine: we may have more orders than we 
But inevitably there comes a tomorrow when intense competition pre- 
So its important, now, to be studying long-range market trends and establish- 


markets ? 


From 1929 to 1939, according to the 1940 U.S, Census figures, the South's propor: 


tion of the total L. S. wholesale hardware sales (general line hardware wholesalers | 


increased from 26.2°; 


34.2%. In 1939, 


wholesale hardware sales volume of all other sectien- 


of the country 


decreased 28.5% ! 


Likewise, there was a 30°¢ ten-year gain in southern 
“hardware store” sales as compared with a 19°) decline 


in sales of hardware stores in all other sections of the 


country. 


Census figures also show that the average 1939 sales 


volume of retail hardware 
was approximately 50% 


an average, two southern hardware stores represent as 


much buying power as three hardware stores in other 
sections. 


‘ 


(the entire U, S. exeept the South) 


greater than the average for 
hardware stores in the remainder of the U.S, 


the South's wholesale hardware sales ac- 
tually were 6.3°° greater than in the “boom” year of 1929, 


In sharp contrast, the 


stores in the southern states 


Thus. on 


Get the Facts 


For a concise analysis of 
significant long-range trends 
in the national hardware 
market. backed by pertinent 
fuets and 
19 L, 


your copy of Southern Hard- 


figures from the 


S. Census, write for 


ware’s newest folder, “What 
About My Mar- 
ket 7”. 


Hardware 


Southern Hardware provides thorough coverage of both the retail and 


wholesale hardware trade over the entire South 


with more than twice 


the southern circulation of any so-called “national”. Edited solely for the 
South, it is the publication which should be used by manufacturers who 
wish to entrench themselves in the rapidly growing southern hardware 


market. 


; GRANT BUILDING. ATLANTA. GEORGIA 
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late sales by means of attractive 
filling stations, featuring free air, 
free windshield wipe, and free and 


clean rest rooms.” The editorial 
}continued with the charge that Mr. 
Arnold “would like to see _ the 


numerous gasoline brand names 
done away with and gasoline sold 
in three or four basic grades from 
non-competitive stations.” 


Indictments Not Mentioned 


such construction,” and that if “I 
advocated taking the competition 
out of gasoline selling I should be 
indicted myself for conspiracy to 
violate the anti-trust laws.” He 
pointed out that the oil editorial 
did not mention the anti-trust in- 
dictments which caused the ques- 
tionnaire. 

He also commented on the oft- 
repeated charge that he opposes 
advertising as waste. “This is ex- 
actly the opposite of my position. 
I believe that every American busi- 
ness man should be free to gamble, 
win or lose, in a free competitive 
market, except perhaps where the 
necessities of war compel another 
policy. In a free market wasteful 
advertising takes care of itself. 

“If I advertise a brand of soup in 
an uneconomic way I will lose my 
money. Wasteful advertising is 
essentially no different than any 
|other uneconomic sales policy such 
as hiring too many salesmen. You 
}can’t pass wasteful business prac- 
tices on to consumers in a competi- 
tive market. Therefore, in such a 
| market 
most effective devices to secure in- 
|creased distribution.” 


Discusses Consent Decrees 
| 


Mr. Long’s letter which prompted 
ithe assistant attorney general to 
|discuss these matters in his reply 
referred only to the oil question- 
naire, 
scope of the inquiry, he said, be- 
‘ause he imagined that Mr. Long’s 
association is concerned about the 
impact of anti-trust law enforce- 
|ment on advertising. 

In addition to subjects treated 
above, Mr. Arnold discussed the 
consent decree procedure, including 
the protective type of decree sought 
{voluntarily by an association or 
group of advertisers in order to 
insure that their plan would not be 
subjected to litigation later. In 
this connection, he revealed that 
“some of the oil companies them- 
selves are now seeking our approval 
of a plan of cooperative advertising 
of the gasoline shortage.” 


ADVERTISING ESSENTIAL, 
OILMEN TELL ARNOLD 
New York, Sept. 10. 
Attorney General 
nold’s excursion 
gasoline 


Assistant 


into the realm of 


promotion has been pro-| 
ductive of a_ series of succinct 
presentations covering the a-b-c’s 


of advertising and its essential role | 
in the American economic systems, | 


it was indicated this week in a 
checkup of major oil marketers’ 
procedure following the trust-bust- 
er’s request for voluminous data on 
the subject about two months ago. 
, Some gasoline advertisers 
|furnished Mr. Arnold with all the 
j}information he requested concern- 
ling copy, media, and appropria- 
tions, but others have termed the 
job too overwhelming to perform 
up to this writing. Even the latter, 


“a statement outlining the necessity 
ind desirability of advertising the 


Mr. Arnold replied that no state- | 
ment he “has ever made is open to} 


advertising is one of the) 


Mr. Arnold went beyond the | 


Thurman Ar-| 


have | 


1owever, have replied to Question 8 | 
in the Arnold bill, which asked for | 


showing cost of advertising 
dollar of sales, cost of advert 
per unit of commodity sold, an 
extent to which competitive f 
have compelled the adoption 4: 
advertising methods and polici¢ 
your company.” 

The deadline set by Mr. A 
for the filing of the inform>tjig; 
requested was last July 21. 

' Highlights of representative 
panies’ replies to the general 
tion of advertising’s justific: tio, 
included assertions to the effec: 

| keen competition in the oil ld 
stamps advertising as esse: 
that advertising is a basic fe 

of our economic system, iny 

as it does the right of any con 

to attract consumers to its \ es 
that advertising increases sale 
ume and lowers costs; that le- 
pendent dealers prefer adv: ed 
brands; that advertising is a 
educational factor in bringi: ty 
motorists’ attention quality and 
service features. 

The element of advertising t 
often a point of concentrated a: ta, 


r 


by critics who maintain the con- 
sumer pays a heavy bill, wa 
handled in convincing fashic by 


the gasoline respondents. Estimate, 
ranged from one-sixth to. one- 
twentieth of a cent per gallon and 
the assertion was put forth that 
petroleum advertising costs wer 
considerably below the average of 
other consumer goods industrie 


Suspect Axe Is Out 


Proof that competition flourish: 
among gasoline marketers was cited 
in references to frequent invasion: 
of new territories; luring of dealer 
| from one line to another; and price 
wars. The ever-present threat of 
competition from cut-price mar- 
| keters was mentioned as the reason 
for introduction of _ third - grad 
gasolines by leading companies 

Despite Mr. Arnold's oft-repeated 
assurance that he has no designs 
on advertising per se, oil officials 
and their agencies here find it diffi- 
cult to divorce from the Washing- 
ton investigation the suspicion that 
the axe is out for aggressive brand 
promotion in the petroleum prod- 
ucts field. 


W. H. Weintraub 
Opens Ad Agency 
in New York 


New York, Sept. 11.—William H 
Weintraub, until last January co- 
publisher of Esquire, today an- 
nounced the opening of a new aa- 
vertising agency bearing his name 
at 30 Rockefeller Plaza. 

Associated with Mr. Weintraut 
are Elkin Kaufman, for six years 
sales promotion manager of Esquirt 
and Paul Rand, formerly New York 
art director of the magazine. M! 
Kaufman is secretary and treasure! 
while Mr. Rand will serve as ar 
director. 

One of the co-founders of Esquirt 
in 1935, Mr. Weintraub directed the 
advertising, merchandising anc 
fashion departments. He developed 


the Esquire Christmas Fairs. wel 
as the publication’s famous : Or 
Forums, which drew more t o0U 


department store and men’s wee 
executives who paid $50 ea 
the privilege of attending | 
day sessions. 

Announcement of accounts to 0 
serviced will be made with! few 
weeks, the agency princip ! 


Goes Daily 


The Democrat, Pryor, O 


|} COLONEL?’ 


CBS 


FRESNO, CALIF. 


branded products of your company,|changed its publication jule 

together with available statistics | and is now a daily in tabloid =! 
clan 

“Ask your 

Agency 

| to ask the 
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TRUE ROMANCES 


TRUE 


HAPPY DAYS IN RETROSPECT 


... AND IN PROSPECT! 


Racing the Tide at Asbury 
Peggy Conroy holidays at popular 
resort ; Peggy is a typical reader of 
[True Romances, 23, married, one 
youngster . . . currently parked 
with grandma. 


Hubby is an hydraulic valve assem 
bler at the Kenyon Instrument 
Company, Huntington, N. Y., pretty 
busy on defense orders. In fact, the 
Conroys are cashing in nicely. 
thank you, . , $42.75 last week. 


ut alled Lake lies some twenty- 
five miles northwest of Detroit. It 
has about five miles of shore, mostly 
wooded, with many bunyalow col! 
onies and a booming amusement 
section. It’s a worthy play place for 
our fourth largest city. 


Occupying a $10 a week bungalow 
is the Podney family. Helen Pod 
ney, a Photoplay-Movie Mirror 
reader, mother of two, helps keep 
her figure with daily dips. Arthur 
#62 a week coil winder for airplane 
engine magnetos at the Eureka 
Vacuum Cleaner Company, drives 
out Friday evenings. 


Big Bear Lake nesties in the 
High Sierras and Marie DeNeise is 
riding high these days. Her hus- 
band Dave is a motor control rig- 
ger with Lockheed Aircraft in Bur 
bank, averaging $58 a week. De 
Neise has always done well fo: 
himself, but his buying power ha 
soared with yvovernment defen 
spending. 


Marie DeNeise is a True Romances 
reader, a representative Judy 
O'Grady, typical of Macfadden 
Women's Group younger women 
readers. 


Like Most Americans on vaca- 
tion, our Judy O'’Gradys make a 
bee-line for the water. Here we 
have Grace Jurek, a True Expe- 
riences reader, picnicking with her 
two kids on the shore of Lake Tip- 
pecanoe, about 100 miles from In 
dianapolis, favorite vacation spot 
for the working-classes of thi 
booming defense-order town 


Erv Jurek is an amplifying equip 
ment assembler at the R.C.A. plant 
makes $52.50 a week, but few ap- 
pearances at the Lake. Yes, he's 
pretty busy at his bench these days 


RPERI'ENCES © TRUE LOVE 


Vacation days are over for the ‘Judy O'Gradys”’ and, as 
they return to home-making and normal life, bright is their 
sales significance for the national advertiser. 

Let's take a look at our vacation postcard album. Read 
these impressive case histories of stepped-up buying power, 
of pay envelopes fattened by booming defense-order indus- 
try. The Macfadden Women's Group is geared to these 
younger married women in the working class stratum. Our 


AND 


editorial content, full of inspiration and guidance for our 
reader group, culls and conditions a select market, alert to 
better living and therefore exceptionally responsive to the 
national advertiser who talks her language. 

Happy days ahead for those who offer ‘‘Judv O'Grady"’ 
a fuller life for herself, her home, her children. Here 1s 


receptive youth, extra buying power, triple-A prospects for 
1942 ad dollars! 


The Great Smokies from Newfound Gap! Guess where Judy comes from. 


Reverie! Ethel Svendson, True Romances reader, is busy with her thoughts 
and maybe just a bit lonesome. Ethel and her husband Joe honeymooned here in 
the Great Smokies and come back often. 


But, no Joe this year! He is snapper boss of a chipping gang at the Sun Ship 
Building Yards a* Chester, Penna., working six days a week every week, with 


new hulls on all 8 ways, and more on order. With overtime, Joe is averaging 
around $60 a week, 


. 


? MACFADDEN WOMEN’S GROUP 


Mostly Judy O'Grady’s ... mostly younger married women 


ROMANCE © PHOTOPLAY-MOVIE MIPFEFOT © FADIO MIRROR 
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September 15, 194] 


CBS Releases 
Results of Roper 
Listening Study 


New York, Sept. 10.—Forty eve- 
ning programs broadcast in a single 
month over the Columbia Broad- 
casting System reached 91 per cent 
of all U. S. adults, CBS reported 
today in releasing findings in an 
exhaustive research project con- 
ducted by Elmo Roper, to sketch 
the influence of radio listening on 
consumer buying habits. The study 
was based on 10,000 personal inter- 
views during January, 1940, from 
coast to coast and covered a cross- 


section of the nation’s population 
over 18 vears of age, according to 
geographic areas, income, popula- 
tion and age groups. 

The 40-page book, entitled 
“Roper Counts Customers,” offers 
data on the circulation and sales | 
records registered by each of the | 


40 network programs. 
monthly audience reported was for 


Major Bowes’ Amateur Hour — 
50,336,000 men and women, with 
average listening three times ay 


month. The study also claims that 


the 40 programs won 53 per 


The highest | 


cent 
more customers for their sponsored 
products than the same _ products 
had won among non-listeners to 
those programs. Other highlights 
reported included the following: 


Highlights Given 


single program created 
4,400,000 extra users for a single 
product, lifting the level of use 60 
per cent higher than its use among 
non-listeners. 

2. All 40 programs created 37,- 
000,000 more users and buyers for 
all the products which they adver- 
tised. 

3. The more people 
more they buy. One and two-time 
listeners, per month, yielded 43 per 
cent more customers for the spon- 
sored products, while three and 
four-time listeners yielded 57 per 
cent more customers. 

4. The average CBS program, 
on which both men and women 
were checked, reached 30.8 per cent 
of all men and 32.4 per cent of all 
women in the U. S.—a monthly 
audience, not counting children, of 
28,973,000. 


lL A 


listen the 


5. The average frequency of lis- | 


tening on once-a-week programs 
was 2.8 times per month; for three- 
times-a-week programs, 5.1 times 
per month; for five-times-a-week 
programs, 8.2 times per month; for 


‘able to 


six - times -a- week programs, 9.2 


times per month. 


Style Planned 
for ‘This Week’ 


New York, Sept. 10.—Adoption | 
of an entirely new format, effective 
with the issue of Jan. 4, 1942, was| 
announced today by This Week. | 
Features of the face-lifting process | 
will include a five-column page, 170 | 
lines deep; elimination of editorial | 
“jumps”; and changes in type and | 
layout. 

Basing its new makeup on sur- 
veys which involved 60,000 house- 
to-house calls to determine reader 
preferences, the magazine’s new 
editorial diet will comprise 52 per 
cent articles and 48 per cent fiction, 
compared to 80 per cent fiction and 
20 per cent articles contained in 
the first issue of This Week in 1935. 
More illustrations and additional 
color will also be introduced. 

Each page or spread will contain 
a complete editorial feature, thus 
eliminating the conventional maga- 
zine “back of the book.” Twelve 
different space units will be avail- 
advertisers, in black and 


white, two and four colors. 


cities. 


lm 


MEMPHIS MARKET 


@ World's Largest 
Cotton Market. 


@ World's Largest 
Hardwood Lum- 
ber Market 


@ World's Largest 
Producer Cot- 
tonseed Prod- 
ucts 


M 


DID YOU SAY 
4600,84, 000 


AMI LLION? 


er a 


yf NO, | SAID 
4600,84,000 


~ 


dollars! 


Want to hear more? 


«BILLION J 


T oday, Memphis is the thirtieth (30th) largest city in the United States, 
with a wholesale trade volume that ranks twentieth out of ninety-eight 


| The Plastering Craft; 


It is this wholesale sale volume that makes the Memphis Market real 
news ... interesting news for any advertiser. For the whole- 


sale sales in Memphis and the Mid-South total over one billion 


With cotton selling higher than it has in a score of years, this 
world’s largest cotton market will have plenty of people with 
plenty of money this fall. And they all listen to WMC, the 
pioneer radio station of Memphis and the Mid-south. 


| 5,000 WATTS DAY 
1,000 WATTS NIGHT 


THE 


WMC—MEMPHIS 


See sce ROCK 


lion 


Represented Nationally ty THE BRANHAM CO. 


MEMBER OF SOUTH CENTRAL QUALITY NETWORK 
WJDX—JACKSON, MISS. 


MEMPHIS, TENN. 


D 


* 
Owned and Operated by 


MC 


KWKH-KTBS—SHREVEPORT 


WSMB—NEW ea ay 


NBC RED \ 


NETWORK 


MARKET 


| Indiana 


"National Gypsum 


New Format and Byilds for Future 


with New Program 


Can't Fill Orders, But 
Launches Huge 10-Year 
Promotion Drive 

New York, Sept. 12.—Details of 


one of the most interesting and sig- 
nificant merchandising and adver- 


tising campaigns in many a year 
were revealed here today by Na-| 
tional Gypsum Company, Buffalo, 


when officials of the company dis- 
closed that despite the fact that the 
company is oversold, a ten-year 
merchandising and advertising pro- 
gram embracing the company’s first 
venture into the consumer advertis- 
ing field, will be launched shortly. 
The program marks the culmina- 
tion of several years of planning, 
and is unique in that is deliberately 
designed, not to improve or increase 
current sales, but to fortify the or- 
ganization for the return of “nor- 
malecy,” and to make certain that 
National’s important position in the 
building field is maintained and ex- 
tended during the decade ahead. 


Long List of Media 


The huge promotional effort, de- 
signed to sell the public on Na- 
tional’s Gold Bond line of plaster, 
insulation, wall board, sheathing, 
paint and other lines, and to be of 
major assistance to the company’s 
widespread dealer organization, will 
run in full pages in Better Homes 
& Gardens, Life, The Saturday Eve- 
ning Post and Time, with the build- 
ing field covered by a program 


which consists of a page a month in | 
. ! 

sectional and | been 

architec- | 


a long list of national, 

regional dealer, builder, 

tural and plastering publications. 
Included on the business paper 


American 
American 


Lumberman: 
& Oil Dealer: 


Forum: Architectural Record; Build- 


—— 


scratching for volume. No longe, 
glutted with defense orders, the 
business in your territory—and j; 
every territory—will go to the ma; 
who does the best merchandising 
and selling job. 


Builds for Future 


“Your future and the future sta- 
bility of your dealers and your com- 
pany will depend on how well we 
prepare now for the future. Public 
acceptance is not developed over- 
night. It develops through the years 
by consistent effort. We believed 
that 1935 was the time to begin for 
1941, and we believe that 1941 is the 
time to begin for 1943 and 1945 and 
1950.” 

Outlining in detail the steps 
which the company has taker jn 
building up its program, Mr. Baker 
concludes by pointing out that the 


|current advertising effort—the most 


concentrated program in the com- 
pany’s history—is not designed to 
sell more goods at a time when 
everyone is already having difficulty 
filling orders, but “a_ carefully 
aimed, long-range campaign” to 
build for the future. 

Robert E. Anderson is advertising 
manager of the company, and the 


j}account is handled by the Buffalo 


;schedule are American Builder;| closely with Mr. 
American 
| Paint 


| Painter & Decorator; Architectural | TISING AGE Sept. 


ing Reporter; Building Supply News; | 


California Plasterer; 
Lumberman; Illinois Building News; 
Building Supply Dealer; 
|The Lather; Lumber Cooperator; 
| Lumber Dealer; National Painters 
| Magazine; News Flashes; Northwest | 
| Plasterer; Pencil Points; The Plan; 
The Plasterer; 
Practical Builder; Southern Lumber 
Journal. 


Tells Straightforward Story 


While all of the copy is 
tional” in the sense that it aims at 
increasing the prestige of the com- 
pany and its products more than at 
creating immediate sales, it is sell- 
ing copy in style, rather than 


torial,” and consists of a straight- 


forward presentation of the com- | 
rather than of | 


pany’s product story, 
eulogies of the management or other 
general material. 
Salesmen—numbering some 300— 
have been provided with an elabor- 
ate kit containing all of the sales 


| issue 


office of Batten, Barton, Durstine & 
Osborn. 


Saddler Leaves 
‘Time’ for Post 
with ‘Parade’ 


New York, Sept. 10.— George 
Saddler, associate advertising man- 
ager of Time, and formerly adver- 
tising manager of Life, was today 
appointed advertising director of 
Parade, newspaper magazine pub- 
lished by Marshall Field, 3rd. At 
the same time Mr. Field announced 
that Robert L. Johnson, president- 
elect of Temple University, has 
elected to the publication's 
board of directors. 

Mr. Saddler has been with Time, 
Inc., for 14 years. He worked 
Johnson, also a 
‘former executive of the Time or- 
ganization. As reported in ADVER- 
1, Ralph Neusitz, 
formerly head of Publishers’ Serv- 
ice and circulation manager of the 


Gulf Coast | St. Louis Globe-Democrat, has been 
/named to contact newspaper 
| lishers for 


pub- 
Parade. 


Starts Publication 


Food Materials and Equipment, 
232 Madison avenue, New York. 
which launched a demonstration 
in March of this year, will 
begin regular monthly publication 
with the October issue. Rates, 


| based on 10,000 controlled circula- 


“edi- | 


| 


| 


promotion plans, including proofs of | 


advertisements, decals, etc., 
“Gold Bond News,” a_ monthly 
house organ going to 30,000 build- 
ing material dealers, which was 
launched this summer, will also aid | 
in the promotional chorus. 


Explain Thinking 


In announcing the sensational 
plan to his own sales organization, 
Melvin H. Baker, president of Na- 
tional Gypsum, outlined the history 
of the company and its rapid rise 
in size and financial strength to the 
point where it now has 21 active 
mills and over 150 major products 
used in seven basic industries. 

“For the last three years,” he said, 
“we have become increasingly con- 
scious of the need for building a 
strong advertising program. Our 
further expansion will largely de- 
pend on how well we tell the archi- 
tect, builder, carpenter, plasterer, 
and the ultimate consumer the qual- 
ity story of Gold Bond products.... 

“When the present crisis is passed, 
you and dealers will be 


your 


and 


| 
| 


“institu- tion, are $220 per full page. 


“MEET THE PEOPLE’ 


. 


Meet Mike Peterson, cylinder press-Too™ 
foreman in the Buckley-Dement printing 
plant. Mike is a towering Dane. with 
eagle eye that can spot a six-point wort 
up half way across the plant. There # 
probably no truth in the rumor that the 
infant Mike was cradled in « hell-bo 
and learned his letters from pied type 
However, he has been aroun’ printing 


1 «at 
c 


plants so long that he does! fee! he 
home anywhere else. Mike is Prous i 
a printer, and we're proud ' im 


have + 
with us. 
“ee 


One full floor of our six-story building r 
given over to presses for letterpress at 
offset printing. Linotype, monotyPe a 
hand composition facilities occuPY halt Me 
another floor. Imprinting equipment 
another. Call us in on your "e*! "tT 
job, commercial or creative. Youll ~~ 
an advantage to deal with printers 

a sales promotion viewpoi"! Bu 

Dement & Company, Mon. 6100. Chicad° 
__ ar” 
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ader 


A 


AGO’S - CACOLAND 
PLACE sows ° | EVENT “WG, | ATTENDANCE 


DI f 13,000) 


gust 16, 


TIME ” 1941 


OVER 
35,000 


Chicago Tribune readers get together in their 12th annual mass music assembly—rolling up 
over 1,000,000 attendance in 12 years—and providing new proof of the friendly, neighborly 


relationship which contributes to the greater returns enjoyed by Tribune advertisers 


More than 85,000 voices lifted in song . . . more 
than 85,000 men, women and children from all 
walks of life packed shoulder to shoulder in Chi- 
cago’s huge lake front stadium . .. America’s most 
impressive mass music turn-out which in twelve 
years has rolled up a total attendance of more 
than 1,000,000. 

That's the Chicago Tribune's Chicagoland Music 
Festival which with a cast of 13,000 on Saturday 
night, August 16, 1941, again provided a living 
demonstration of the size of the Tribune audience 
and of the friendly, neighborly relationship which 
exists between this newspaper and its readers. 

When a newspaper is on such friendly terms 
with its readers that over 85,000 of them respond 
tO its invitation to lift their voices in song, it can 


give an extra lift to your advertising. 


Total net paid circulation 
now in excess of 
1,000,000 
every day of the week 


With more than 1,000,000 net paid circulation 
every day of the week, the Tribune on weekdays 
delivers from 605,000 to 640,000 more circula- 
tion than other Chicago daily newspapers. On 
Sundays, it delivers from 300,000 to 725,000 
more than other Chicago Sunday newspapers. 

Right in Chicago and suburbs, the Tribune on 
weekdays delivers from 440,000 to 460,000 more 
circulation than other Chicago daily newspapers— 
and more than any two other Chicago daily news- 
papers combined. 

In metropolitan Chicago on Sundays, the 
Tribune delivers from 345,000 to 410,000 more 
circulation than other Chicago Sunday news- 
papers—and more than the two other Chicago 
Sunday newspapers combined. 


When you can have more, why take less? The 


Chicano Tribune 


THE WORLD‘*S GREATEST NEWSPAPER 


Chicago market is too titanic in size to treat it 
casually. Consumer buying here, totaling billions 
annually, dwarfs sales potentials in other markets. 
And when you build your Chicago program 
around the Tribune you make use of the medium 
which has the largest, most responsive audience 
in this great market 

—a fact decisively demonstrated by department 
stores which every year since 1938 have placed more 
of their advertising expenditures in the Tribune 
than in all other Chicago newspapers combined. 

Put your promotion in line with Chicago's buy- 
ing by making the Tribune your basic medium. Add 
the extra power and lift which only the Tribune's 
greater family coverage and acceptance can giv» 
to your product and sales message. Rates per 


100,000 circulation are among America’s lowest. 
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; Second, that because of that, it has satisfied our partners and cago, was reelected treasurer. \)) 
NBC Blue Adds Five Chan es Offer what was good practice yesterday staff that there is no good excuse Reed, executive vice-president of 
Station KCMO, Kansas City, resid g does not necessarily apply today; for the spirit of defeatism that per- the association, Chicago, was reap- 

jean the Matias! Broadensting | Third. that we therefore must, meates Wall Street. It has been a pointed by the board of director 
ane and Station WCHV. C “hare | 0 ortunities for recognize, analyze and appraise the | morale builder. , President-elect Cullin discussed 

ottesville, Va.. has joined NBC pp changing situation constantly, and “It has justified our confidence in| the important role of Amer 
Blue as a supplementary outlet. Fourth, interpret these facts to|a plan that never before had been | banks in his talk. Because of th, 
Effective Oct. 1 Station WAYS, | Fj . the public in a simple, direct and/ attempted. It has aroused in us the | national defense situation, he saiq, 
Charlotte, N. C. and WMRC, inantla Opy forthright manner so that they will|hope that other security dealers,| banks will undoubtedly expand 


Greenville, 


a. C., 


Southeastern group 


Adds Rex Cleveland 


tising 
joined Taylor 
pany, 


Johnson 


City, 


will join the NBC 


Station WJHL, 


Tenn., w 
Southeastern group Oct. 


ill 
15 


join 


the 


Rex Cleveland, New York adver- 


designer 


and 


writer, 
& Greenough 
Hartford printers. 


has 
Com- 


POO err rrr as 


New Haven Breaks 
Building Records 


fhe city of New Haven, 


has established 
in building 
jump over 
volume 
completed 


ivan, 


\ 


an all time 
permits 


Vhile 


with 


under 


Connecticut, 
increase 
124.97% 


dollar 


is not available owing to in- 
projects now 


struction it will undoubtedly establish 


a new record, 
learn 
ares 
City,” 
Kegister, New 
brochure in color. 


more about 


market 


-~™eoeeeoeeeeeeeeeeeeeee?* 


the 
known 

write today to The New Haven 
Haven, 


us 


if you would like 
New 


to 
Haven 


“Register 


for 


FAA Advised How 


to Meet Emergency; 
Cullin Elected 


(Picture on Page 


Cleveland, Sept. 11.—Financial 
idvertising has a lot at stake in the 
current emergency and the succeed- 
ing emergency anticipated when 
the defense effort merges into an 
equally crucial peace effort, accord- 
ing to the thinking manifest in talks 
at the twenty-sixth annual conven- 
tion of the Financial Advertisers 
Association which concluded 
today 

Something of a 
spread before the 
tising fraternity by Emmett F. Con- 
nely, president of the Investment 
Bankers Association America, 

'when he observed: 

First, that the economic 

|social order is constantly 


47) 


here 
blue print was 
financial adver- 
of 


and 
changing; 


| Pierce, 


not only understand our problems 
but have a sympathetic interest in 
them. 

The IBA already has met the] 


challenge of such a program with 
a slide film, a movie and an organ- 


ized schedule of talks over the radio 
and before various groups with 
such objectives as supporting the 


American system of free enterprise, 
promoting the flow of private capi- 
tal into industry, affirming and 
promoting the function of invest- 
ment banking and steering clear of 


political and partisan tangents. 


Advertising Results Gratifying 


Just how this challenge to finan- 
cial advertising was met by a pri- 
vate brokerage house was explained 
by E. A. Pierce of Merrill, Lynch, 
Fenner & Beane, New York, 
AGE, March 31, 1941) 
“the result of our adver- 
been gratifying in more 
one. It has developed | 

accounts but perhaps! 
quite important, 


(ADVERTISING 
who said 
tising 
Ways than 
many new 
that w! 


has 


ren IS as 


aa 


Who Makes 8 8 5 Y of the 


South's Electrical Appliance Sales? 


In 1940, it was the appliance DEALER group that accounted for $113,- 


797.055 of the electrical merchandise sales 
sales amounted to but 
figure includes only major appliances 


heaters, as it was impossible to obtain 


sale 8.) 


The present position of the southern dealer is even stronger. 


ern district 


anager 


11.5°, of the 


figures 


wrote his factory as follows 


on 


the South. 
ST28.572.409 


refrigerators, 


of a well known appliance manufacturer 


Power company 
(Note: This 


and water 


total. 
ranges 
the 


smaller appliance 


The south- 


even those who have ridiculed our 
efforts, may become 
eventually that the security 
ness not sui generis to a 
where it can’t be developed into 
something bigger and better by the 
right kind of public relations cam- 
paigns. 


busi- 


1S 


“If they don’t like our type of 
advertising let them adopt some 
other form. If we are making 


mistakes let them profit by our mis- 
takes. But for the sake of the busi- 
ness in general let them do some- 
thing real, something to convince 
the general public that the repre- 
sentative security dealer is a re- 
spectable citizen, that his vocation 
is an essential one, that he has a 
real place—an important place—in 
the country’s economy. It is a big 
order but one that can be filled to 
the benefit of every one concerned 
—a consummation devoutly to be 
wished. Let’s go to it.” 


Boosts for Brands 


In picturing advertising’s role in 
the present crisis, Homer McKee, 
vice - president, Blackett - Sample- 


Hummert, Chicago, pointed out that 
“ours brand-built economy.” 
Continuing in this vein he said, “the 
cold fact that you simply can't 
have high quality at low price with- 
out brand-building and without 
brand-building advertising The 
combination of high quality at low 
price can come only from mass 
manufacture and mass distribution 
and mass manufacture and mass 
distribution are hypothecated 100 
cent on brands.” 

Following the conference’s theme 
of changing conditions, Mr. McKee 
observed that “so radical has been 
the shuffling of human relationship 
and attitudes and incentives that 
the whole psychology of markets is 
altered—in what ways and to what 
extent, all that will have to be dis- 


Is a 


IS 


pei 


covered through totally different 
fact-finding techniques yet un- 
'born.” He embroidered on _ this 
topic further by saying “and as all 


recent ly 


“Since the leading utility companies in the South are rapidly going out of 


the retail merchandising business, it is very important 


imper 


dealer 


rat 


outlet in the entire South, 


suffer.” 


—and what does this mean to the manufacturer: 
The foregoing is timely advice. 
fact that in 


contractors and dealers are combined contractor-dealers, 


the 


ive 


and I might say 


that we line up just as quickly as possible every worth-while 


records will prove. 


the South, 


so that our volume of business will not 


2 


And it is also important to recognize 


more than in any other section of the country, 


as your own sales 


It is generally recognized that in every section of the country the dealer 


is more or less purchasing agent for his customers. 


in the South. 


This is especially true 


A dealer largely sells his customers what he himself selects. 


That’s why wholesaler and dealer acceptance is so important in selling this 
market. 


COTTON * SOUTHERN POWER and INDUSTRY + SOUTHERN AUTOMOTIVE JOURNAL * SOUTHERN HARDWARE 4 


ELECTRICAL SOUTH is the only publication giving ade- 


wholesalers and 


states. 


utilities in the 


quate coverage of the electrical dealers, contractor-dealers, 
southern 


and southwestern 


You will find advertising in its pages effective in building 
distribution and volume for your products in the South 
ica’s fastest growing electrical market. 


{mer- 


GRANT BUILOING, ATLANTA. GEORGIA 


, 


these changes take place it is incon- 
ceivable that corresponding changes 
should not be demanded of adver- 
tising. There will be new delinea- 
tions in the relationships of pub- 
lishers, radio chains, advertisers, 
consumer and, in all these changes, 
the financial brains of the country 
will be called upon constantly and 
insistently for counsel.” 
“The theories of consumer 
and economic stability have been 
placed on trial and during the 
coming months face their first prac- 
tical application,” W. Harvey Kyle, 
Cleveland Trust Company, told the 
conference. Defense savings bonds 
were pictured as a bulwark against 
depression after the current emer- 
gency in the banquet talk by Guy 
Emerson, vice-president, Bankers 
Trust Company, New York. The 
address of welcome was given by 
John C. McHannan, chairman of 
the board, Central National Bank 
of Cleveland. In reporting on the 
accomplishments of the FAA dur- 


credit 


ing the past year, Robert J. Izant, | 
president, paid tribute to the work 
of Preston Reed, executive vice- 


president 


Newly-elected Officers 


| their public relations activities a 


convinced | 


point | 


CE TN A LT 


increase their advertising efforts 
Banks have an important servic 


render in this emergency, he add 
noting that there are laws and 
regulations to interpret the se; 
ice for which a_ bank is _ ide; 
equipped. 


Struggle for Economic Dominance 


The world today one of ; 
and the expectation of war and in 
consequence the public mind js 
dominated by thoughts and urges 
uppermost in wartime, according \ 
Dr. Henry Miller Busch, of th: 
Cleveland College of Western Re- 
serve University, who conducted 
sessions at the conference on “Thy 
World Today and the Public Min 


Is 


Dr. Busch pointed out that th: 
present conflict and the threat of 
further hostilities should hold 

keen interest for financial men in- 
asmuch as struggle for economix 


dominance played so major a part 
in each. 

Resolutions adopted by the con- 
ference favored the increasing 
ume of bank loans to defense indu 


tries, supported the new consum: 
credit regulations of the Federal! 
Reserve Board for their support of 
national defense and to lessen thx 
chance of inflation and the associ 
tion lent the weight of its supp« 
to the sale of defense stamps 
bonds 

One of the most interesting 
phases of the convention was _ the 
exhibit of bank advertising. The 
machinery back of the productior 
of this bank copy was thorough], 
overhauled in a panel session in 
Which leaders in financial adve: 


tising pointed out its objectives and 


ways those objectives could best be 


reached. 


Advances Rates 

The Family Circle, New York 
has issued its new rate card, No. 10, 
showing an advance to $3,300 pe 
full page from $2,800 and $9.25 pe 
agate line from $7.80 for genera! 
advertising, national unit, in mono- 
tone. Simultaneously, the circuls 
tion guaranteed was raised fron 
1,400,000 to 1,650,000. 


Ya HOOOODO hoo! Hey! 
Are you a newspaper man? 
to sell MORE local? Want 


make your publisher smile? 


l ookit! 
\ int 


to 
I'm 


WORDY! I work for the 0.\.!. 
I know things. Listen, ll read 
you what George Auer wir d 


John Sweeterman, Business \\ \- 


AGER, the Dayton (Ohio) Jour 
nal-Herald. Are you [iste 4 
He says: “THE PHILADEL- 
PHIA EVENING PLUBLI 
LEDGER VALUES ITs ©! = 

i) 


ARBOGUST FRANCHI>! 
PAR WITH THE Assoc! \TeED 


PRESS AND OTHER ee 
Victor Cullin, manager of busi- Se EEamany huwarA -. 
ness development, Mississippi Val- | PUBLISHING REQLIRE 
levy Trust Co., St. Louis, was elected | MENTS. I DO NOT KO 
president of the association for the | HOW I COULD MANAG! Le? 
coming year, succeeding Mr. Izant, GET ALONG WITHOUT |). Il 
vice - president, Central National | Is A SERVICE TH \! , 2 
Bank, Cleveland. L. E. Townsend, LOOKED FOR NEAR! ay z 
assistant vice-president, Bank of Ql ARTER OF A _ ELOPED 3 
America, San Francisco, was ele- AND NEVER EVER CER. o 
. ‘pt a , TO FIND” GEORGE J ee 
vated to first vice-president of the When ARE vou going to ifer © 
association; Lewis F. Gordon, assist- the facts? for our big bro- 3 
ant vice-president, Citizens & 2 chure? P. S. John Swerter™®? @ 
Southern National Bank, Atlanta, = now ALSO has exclu-! Al z 
was elevated to second vice-presi- 7 franchise: in Dayton. 5 
dent; and J. Lewell Lafferty, vice-| & y 7" . 
president, Fort Worth National) @ OREN ARBOGI ST y 
Bank, Fort Worth, Texas, was| ™ ADVERTISING . 
elected third vice-president. Fred : Thirty N. Michigan “*% 4 
W. Mathison, assistant vice-presi-| 5 CHICAGO 
dent, National Security Bank, Chi- 2 Te BELP NEWSPArens re 
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AGO’S 


EVENT 


ADIUM GAME 


ALL-STAR 
FOOTBALL 


98,203 


ATTENDANCE 


Pictured above is the second stadium-full packed in by the Chicago Tribune in less 


than two weeks—and another demonstration of why you sell more in Chicago when you 


build your advertising program around the Tribune 


Paying from $1.10 to $4.40 each, 98,203 persons 
jammed Chicago's lake front stadium the night of 
August 28, 1941, to see the Eighth Annual AIll- 
Star Football Game in the series inaugurated and 
sponsored by the Chicago Tribune. 

This great crowd saw the national professional 
champion Bears defeat by a score of 37 to 13 a 
team of College All-Stars chosen by the votes of 
9,514,743 persons. And it boosted to 655,918 
the number of persons who in eight years have 
packed this stadium eight times in response to an 
idea promulgated by the Chicago Tribune. 

The significance of this tremendous response is 
apparent. It highlights the extra power of the 
Tribune—a fact proved by the experience of mer- 
chants, manufacturers and the general public itself. 
On the basis of results, during the first eight 
months of 1941, advertisers placed in the Tribune 
more of their advertising expenditures than they 


Total net paid circulation 
now in excess of 
1,000,000 
every day of the week 


This crowd of 98,000—the crowd of 85,000 
pictured in a preceding page of this issue— 
both piled up in less than two weeks, are 
dramatic evidence of the same showmanship 
and editorial vigor which, every day of the week, 
have built for the Chicago Tribune a circu- 
lation which exceeds 1,000,000 total net paid. 


placed in all other Chicago newspapers combined 
—and 150% more than they placed in the next 
Chicago newspaper. 

When you can have more, why take less? Basically 
tremendous, sales opportunities in Chicago are 
now rapidly increasing. Your sales in this great 
market can be as big as you care to make them. 
You can step up your sales quickly and at low cost 
by building your plan around the Tribune—the 


Chicago Cribune 


THE WORLD'S GREATEST NEWSPAPER 


medium which Chicago retailers year after year 
have made increasingly the backbone of their 
advertising programs. 

Every day of the week, the Tribune has more 
than 1,000,000 total net paid circulation—hun- 
dreds of thousands more than any other Chicago 
newspaper, daily or Sunday. When you base your 
Chicago sales drive around the Tribune, you get 
full-market, all-income circulation which reaches 
the families who do the bulk of the buying in every 
neighborhood and suburb of Chicago. 

Every day you do without the extra sales power 
of the Tribune, you are passing up volume which 
might easily be yours. There is no need to pass it 
up when the Tribune every day is delivering the 
breadth and intensity of coverage which enable 
you to sell more at less cost per unit sold. Tribune 
rates per 100,000 circulation are among America's 
lowest. 


ity 2 


eee a . A ae “ie, Meee ‘ sy os ea ae * ppm tas : ; a Bl Oe tds Fal Ce a m4 Ce ly. : A eG oe er nari me Pe a a sme . da la shi Bo) ee ae a = ; 
es ADVERTISING AGE 
1 
a 
1 : ' 
eid 
Bie tract a ‘Se _ : ae oe ares a oe Le at ere : ris eee; > ney os at eeiaepeaniel es ae § 4 a ee ee ts 
a a a Ee - & - a: te Rog. Uren des np ba NS St es. 
I i Pina oa an. i ee eee eer: ae +, * aes St, er ie Iie 
‘ al . ; ‘ ta > eae. qe ree A ker. seal i Pe ERE: Bee : cae Baer ys a om ates ip rete a ae p P ee ree ae , ae: 
~ Ss ia ; aa . . al iii: a Se — ag ee, ies: Ul a: a * — - = a 
: , . i ee a i SM eee a ee ae = - ‘ es 
' , i wr a ee vas putes . - Be ca —— iu cat ae te _— a " Re. 
SO ee. inal . ere ae _ oo ee oe faa wre ~ * —— ete F 
o -~ M. oa P eens. Sl oe ——— R ‘ 
, “2 . Sy i , a. oe NS mie CY ee . sean — . ; . on —— : " 
ee i — peas . t a - . Bice get 1 i aan ‘ cainitial . a . 434 il pee aS i ‘ ae et TE ‘ j 
: ee ea = | * Rs tee ces k .. eee = > . . bigs A484; mae iieg | 
’ , at : . on a * ea a. are we ee oc oS as ee iii thE * ss 4 ets ‘ 
| oe | mie > hit | 
¢ meth hee monty mare he * g te Sy eS ae es ig x wee et had Carel pert eg + ae ei. e Bas : > re ‘ ay > r a . Ewe af ; 3 J ’ 
é oe ip ESR AEE PER SE, “oe Seo +? . at = ae atotg ao ee a a * 3. ; es a ke el Bs agi 
‘ , SF ep sin ti es We oo “ge ~~ oe & a ee Aer ef? Ea, 2 Te ri } i - a hae Op SS a a ar ile tien wD Sauen A 5 ? e 
> ginal oe a nS te em ~~ ee ee et a “Sa nat ‘y — . ene ee Se NY eh > |” Re FO oa Benak : Loy ¢ is pe tS i 
ay Re Be. : : pot IS ee fe ee he i tne : ce es eee a a. ae SR ke ye ae. - ee OSS Stak as ’ , i ae 
> Ae Sate Sa Me Sh a Doge OESt deat wn apes ae ci aa ete prem ee Me py OR Pit an Pe oe: » Ne WG: ey, > : i 
a ph ok pet a ee ai: é Sis 2. eames ) oY a oF FS ae yt... ~ 4 ae eS PS ak he “Dae Ky a re. a ith > i 
- oy, eT aS - ‘ <— > be ee tae ey ee: 4p Mak -* . ee ee a wa RENE SS See P ye a - i : . = ; sid 
x ah ‘a * hea ay oe rane. Bs et ts Dee it oe :  . es ss ia se a eo pages Went wake rh Se war ‘gall i tye 
ue a" * , os gee ale hE Pe er te : ~ Sa : ies ee owe SIRS hs Btn HN Ke by : > “2 hs 
Beg sk Pe a pees os eA EE Se ‘ SS NET Oe eer ae SARE Se Peat ee 
ax" a * € s oe 2 . 4° ~~ Ta ¢¢ * . Ps . ) . . “AS , a AY _ a - : 1 fi 
az Ree ne Ee ots of See i oe erg : a... Se iS A oa ake poe ieee mi ae a 
P : +. * > ~ A, ae — " oi - 2a cy - e: ’ y . Phy pes Se a 
a on Po ee Sets: ced See — ae ; . _ ae te Dad: ~_ ey ME RSE oy Pan <a 
id of vt re SR el ee a “° Rag er 4 2e i - * ae gt Ne ‘s <> Bron ~ a5 at! ~ ~*% Pe 
r we", Pp ae ae Y ke —. — es Hes i tos ot, See aoe + Tee. 
Be 6i de. KG e the: b had, < ve sd ‘ — a ‘ Bis rN | ve weX BROW cheb ios is ie, Se ' el 
- % Phe St a oe. ee lat x i oe ee ee : +. in : . , a.” E oS 
ae “ee a! 2s 2 ee, ae os f er ap * 4 Ma ae ig ~= ate NV Pe YS ion 
aa oe ; r re 4g ‘ m1 a * ae ae ‘ a" \ Pole" 5 a ee “AA wt Fue ig Se. Be 
ig r ent Bye ew ak -_ =, 2 a as a “oe ide ay ef * a }: LP in a ‘ es 3 ry * $ Ree i a 
et ties, Yr Ae a . ~~ * P : ‘ we ke a Soe r 4 =~ < pay 5 : Pans sith : 4g ? et BR Pa alle Oe ; io 
Bete eth ft ee “ye ete evel a ee can We ee > eee eas oa 
eS re ee a 3 ae) & ai a ae ee — 
é et p + A A ae te ee) ee. gle te! are ee aN, * ‘a ea Peer ha ks, ch a ‘oe —" Mee 0 se ae 2 
oF re be j yA » CRE eae ol Re. Hn al OO gg . ‘ ata . (ae ee 4 + ety “de i 
Buti 22 ae ON 8 ee Mh 
ee oe oe ee a | ae ee PE a a eres oo be a oa i j ae a age 3 | ; af ts Ses + et ie 
a oi ae ter ‘ieee et a. ee ee ee a a SS ee i ee . _. lee Sy reeerest hike 45 een i as a fea + : ie . 
oat Os as a ee ee a re Ss = i an 2 Le ae Nit ese wise emia os an a ree Bee ys ss 6 a * nile : a 4 
Mt ay et: Soe ng a Fy a ay i Pa Stee er a ae ee Re i ne . ee cecal. Pe Wa ya eS 
ry yi sa = » is die oe oe a — h de cist Fea > oe . Ma oc ieee PGE Fa » hs te . ao ey ot ae: % re ie AWS, a0" te res iia 2 cod ae ‘as ae! 
a pe a a mew Pee vie ee eS er ee ieee es + ie Pee ow ee Ae eee Te ys ae Fs ON Oe aa i 
i 2 ae cis ae ah F aoe ae Pa eo a eee > ong’ % pkg, pee Tomy Eid ie oe Sy ee ao” ree ee #4 Le ey was Bye eal ‘acai i 
{ or x a es “4 att " e mi we We is * a’ aie co ae s, axa j € Bay 8 a i , ‘ss vee es aS og ce ; — C de. 5 enti ir LW e. a Ry TR 5, = oa a oe ‘ee > a * aiid ene 
ies at gies ie ee, hc. eee ag ta ee pee A ah gt at od gt . ae ee SO eee ak, nome by , ae ed . 
ten RM a ge! as SA Ra” eM ae 8 Mc a bie es " ee ee ae ee 
ee ea ee eee ae ae ee ae ne : oe ites: a i 3 eR _~ ® ; : mul P 
. § ae cs oe Wi “ae en ~, * oe ~ me ¥ ” i en a " ese Dg a — bis! a 3 = 1 pt j bar 
a, + 4 Ps . = é es i Ui NS? toe aoe seals 
“ ; f oy a i. a 4 A! “ : ¥ eee 
ae A ae es eS ee, a: ee a ee om See ite 
—— tists ee. a es parts F Me eet ee ei “eee ae es a 4 “athe %/ De te 4 2 aes. enemas és ihe a es a. eae 
ae Bin oe. $4 a we FF apkae ved ee Bg 5 ‘ peer Sie ae sal 7 ora ex et a] é + on ie f ie, a Bs Pus “ie @ ae 
a i : 4 a | eee = gata: fh) Shae ne Ce Fee: Sak Ro tes Be mt Qn ee ae yo Be Pe ee ae Se a ; tae hei 
—. & 2 % . ae ft: ee: > eee i She Saas eee 2S” —. Fe > |e . 
; eon co, ae eee eer Si, we ae eas os a? See ty agit +S ie Gs ae x eee eas a ee ea * eee eae ey Mert ct =— ie ae 
ns ee) a. pee | I A tgs ee, "ee mee eta bea tle pow 2 seis . ie 4: Be ’ * oe 
— | oe ® , ee a ee GS : FO as 5° a me riage a Re oe Se ee Eee ae: 
4 : . me ie. bs ei. pics * "i hike | Sse eae a - is ee i. mon ar Bea ee eed < * vie 
Ss 
wei 
> ae 
Sad # 
ea S 
a. 
ee “oo 
& + 4 
ra a 
e a 
a ke 
se 
oo 
pig at, 
ie 
pee das 
Pee a, 
ae 
aed 
Pe an 
> al 
a 
Poe a 
Ps, 
oe 
ee : 
: eee 
“= 
ga 
: ait a 
ae 
nc si aie 
© : 
le 
' : te 
| 
a ee mn a 
i? Tey oy : en teres Se le Ate aaa, “fh a3 73.% y . is te, £ woe, ot a; a ae. . ; ae he 
i ee P a hale +) eh! ep Kee va ery, peas eon —* Pe il oF Br sey me. a: ae = . : — 2 ey te ee Cg ee ee a #3 ee. " ° 
: ae : a ay ae Fe) ae ae : ee oe. “a aye Fa a GS Ne ek 7 ae.) ee Goa “s aa x a ioc he : ‘het A ce 4 
oe i eg + bigs Cogs > Spee ween 7 ce Tae eS ee FT Pie a ens ~ # 4 ty i bs oe Fae} 
ge. ay ae ie Pegs ees ea : 2 5 ee Se ee a See oS a a a ee eS he oe ee eee ak * 3 tS : 


: 1B Bg ae 


ADVERTISING AGE 


September 15, 194 


Defense Depletes 


But Doesn't Empty 
Premium Ranks 


New York, Sept. 11.—While the 
stringent demands of national de- 
fense have resulted in numerous 
casualties among premium manu- 
facturers, their ranks will be at 
least partially filled by others using 
non-essential materials, and the 
volume of premiums available to 


(EVERY DATE'S 
A CLOSING DATE!” 


That's our pace—the RAILway 
EXPRESS speed that speeds up 
speed! Perfect for deadline crises. 
Ideal for everyday shipments. Low, 
economical rates. To get it, 
phone us. 
For super-speed use AiR EXPRESS 
3} miles a minute 


RAILWA XPRESS 


AGENCY Inc. 


em... RAIL-AIR service 


‘in premiums 


the advertiser will not be too dras- 
tically reduced, a survey at the 


seventh annual Atlantic Coast Pre- 


mium Buyers Exposition here this | 


week reveals. 
Reporting an increasing interest 
among advertisers 
and their agencies, Howard W. 
Dunk, secretary of the Premium 
Advertising Association of America, 
predicted that premiums will con- 
tinue to play their role in national 
advertising. Mr. Dunk estimated 
premium volume at $450,000,000 for 
the year ended August, a five per 
cent increase over the previous 
year. He pointed out that stringent 
defense priorities were not imposed 
until July. While there may be a 
sales decrease, Mr. Dunk does not 
expect a great drop in volume. 


Many Exhibitors Not Taking Orders 


Exhibitors at the exposition num- 
bered 62, compared with 93 at the 
New York show last year. Among 
those who have been hardest hit 
by the defense program but who 
presented their wares in order to 
maintain their standing with buy- 
ers were cutlery, clock, textile and 
aluminum manufacturers. For the 
most part, they were not taking 
orders and are doing their best to 
satisfy the needs of old customers. 
Knives, forks and spoons are made 


_of stainless steel, chrome and silver 
| plated 


steel, silver plated nickel, 
silver and copper, all necessary for 
national defense. Clock manufac- 
turers need steel and brass. Even 
plastics cannot be obtained for 
clock cases to replace metals since 
one plastic ingredient is also used 
in the manufacture of ammunitions. 
One exhibitor told ADVERTISING AGE 


'that his company has reduced its 


line of alarm clocks from 30 to 5 
models. As an example of what 
the textile premium field is facing, 
one manufacturer estimated that 
the government will require 800,- 
000,000 yards for sandbags and 
other similar items in 1942. 
Injecting a hopeful note into the 
proceedings, Aluminum Goods Mfg. 
Company presented an exhibit en- 
titled, “Aluminum premiums reflect 
a bright future.” Institutional in 
nature, the exhibit mirrored the 
company’s belief that there will be 
an increased demand for aluminum 
ware “after it’s all over’ because 
of the interest fostered by the 
demands of national defense. 


Glass Having Field Day 


Manufacturers of glass premiums, 
on the other hand, are facing a 
boom market and one representa- 
tive of a stoneware manufacturer 
told ADVERTISING AGE that he has 


This unusual Budweiser 


design carries 
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FOR PERMANENT FIT... LOOK 
FOR THE "SANFORIZED” LABEL reoree #ae 


Cluett Peabody makes a point in its fall 
advertising copy. 


been forced to refuse orders. A 
new baby in the premium field as 
the result of the defense program 
is the manufacturer of chenille bed 
spreads and bath mats who sees 
new opportunities ahead. 

Most exhibitors expressed the 
opinion that the demand for pre- 
miums among consumers will con- 
tinue unabated since housewives 

even those whose pocketbooks 
are heavier—are “still looking for a 
bargain.” It was pointed out, how- 


ever, that some manufacturers who |} 


have employed premiums to mer- 
chandise their products are 
suffering from the lack of essential 
materials and that they will neces- 
sarily disappear as premium buyers. 

Speaking at a round-table 
cussion held as part of the exposi- 
tion, Jane E,. Condit, premium pur- 
chasing agent, pointed out that the 
consumer, faced with new taxes 
and the reduced purchasing power 
of the dollar, will resort to a war- 
time economy and demand necessi- 
ties. 
| dit said, “a very definite change in 
lthe trend of further premium 
plans.” 


also 


‘Smith to “Newsweek” 
James A. Smith, for two 
manager of the’ industrial 


years 
sales 


idivision of Burndy Engineering 
Company, New York, has joined 
| Newsweek's Chicago office as re- 


gional research director. 


dis- | 


This may indicate, Miss Con- | 


Cluett, Peabody | 
to Try Color in 
Sanforizing Copy 


New York, Sept. 9.—A new fal] 
campaign by the Sanforizing div}- 
sion of Cluett, Peabody & Co., em- 
bodying its first use of color in con- 
sumer copy, will be launched next 
week with color insertions in Thy 
American Weekly and black and 
white insertions in Good Hoise- 
keeping, Life, Mademoiselle and The 
Saturday Evening Post. 

Emphasizing the theme, “For per- 
manent fit . . . look for the ‘Santvor- 
ized’ label,” breezy cartoon-type 
copy will depict the trials and tribu- 
lations of the young wife \ 
bought her husband shirts 


|didn’t hold their shape. 
| The campaign, placed by Young 
|& Rubicam, will continue thro 


ithe end of the year, with the . 
|portance of the Sanforized labe) jin 
| women’s dresses sharing the spot- 
light in later insertions. 


New England Department 
Store Sales Zoom 

Department store sales for July, 
1/1941, in the New England area 
|showed gains from 12 to 30 per cent 
j;over July, 1940. New Hampshire 
headed the list with a 30 per cent 
| gain; Massachusetts showed 23 pe 
cent; Rhode Island and Connecticut, 
| 22 per cent; Maine, 19 per cent: and 
Vermont, 12 per cent. 

In the first seven months of 
year as against the similar period 
in 1940, New Hampshire stores 
gained 20 per cent; Connecticut and 
Rhode Island, 18 per cent; Maine 
and Massachusetts, 15 per cent d 
Vermont, 11 per cent. 


Pushes Fruit Freeze 


The Fruit Freeze Company, Ouk- 
land, Cal., is putting a new product 
known as Fruit Freeze on the mar- 
ket within the next month The 
new product is similar to ice crean 
comes in five or six flavors, and 
has an apple base. Ad Service 
Company, San Francisco, has been 
named to handle the account. 


RECONSTRUCTED ADVERTISING 
| SCHEDULES ~ “~ 


|| Tells the Who-Where-When & How Much 
of Business Paper Advertising 
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Are you doing a REAL selling job 
in PHILADELPHIA? 


T" BUDD PLANT in Philadelphia is turn- 


ing out 10,000 dispersion bombs a day... 
American Car and Foundry in Berwick is 
producing fifteen M-3 light tanks every 24 
hours...Sun Shipbuilding constructs a tanker 
every ten days. These are just a few of the 
more than eight hundred plants in the 
district which are working at top speed on 
$1,812,000,000 worth of direct defense orders. 
July payrolls were up 60%; employment, 
30%; building contracts, 87%. Are you get- 
ting your full share of the resulting consumer 
buying? Are you doing a real selling job in 


the “Arsenal of America’’? It will pay you to 


increase your Philadelphia advertising... now. 


Che Philadelphia Mnguirer 


For 112 Years a Philadelphia Institution » ee 


. 
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. 
in Inquirer is FIRST in Philadelphi : 
in nquirer is in Philadelphia 
. w Of course you know that the Philadelphia 
* . oe : ay market does not stop at the municipal 
. pe Every day The Inquirer publishes from = dozen and the grocer handed over a He battdevien, Yew want dip chvaiidiiin, of 
; three to five pages devoted exclusively cigar when you paid your weekly bill. course, but és that all you want? For in- 
. ? ; . ; stance, one of the many busy cities in the 
me to women’s interests. Every day The There is nothing new about this: just aK Philadelphia district, in which The 
° , ° ; ‘ , Inquirer circulates, is: 
‘He Inquirer gives readers the greatest vol- _to give the customer more—to give in 
’ ume of news and features. The Inquirer overflowing measure. The Inquirer is * EASTON 
. . . . *-* — i ate i “ 
formula is to give... every day... rst in advertising volume because it is Eeston is located in Northampton 

® . 8 ry y fi g . Ww County, north of Philadelphia. Popula- 
: the utmost in quality and quantity— first in selling influence .. . because tion: 33,509. Home of Lafayette College. 

4 ee P ah 7 ; Principal industries: Iron and _ steel, 
a x a principle which harks back to the i és first in reader influence, reader a aimee machines, paper products, , 
; days when the baker gave 13 to the interest, reader faith. cement, slate. Here the Taylor-Wharton * 
: vy ‘ aa Iron and Steel Company is completing , 
‘ defense awards valued at $2,859,913 
? for ammunition parts, gas cylinders and 
‘ k oO w x Ww w w Ww Ww w * a w w Ww x * artillery material. 
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DAILY circulation exceeds 400,000 SUNDAY circulation exceeds 1,000,000 h, io 
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The Story of Two Million Frenchmen 
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This ts the magazine 
people are talking about 
because it’s a magazine 


that talks about people 


AT HYDE PARK 
An Intimate Picture of the President at Home 


Something has happened to The New York Times Magazine people are talking about . . . people 
who buy things they see advertised . . . people who advertise things for people to buy. 

That “something” is PEOPLE. 

Always an outstanding reporter and interpreter of contemporary life, The New York 
Times Magazine has taken a new editorial slant . . . one that makes it more than ever exciting, 
absorbing, important to men and women all over the country. 

That new editorial slant is PEOPLE. 

Today, The New York Times Magazine tells and explains what's happening in the 
world in terms of people—how they are living, what they are doing, what they are thinking. 

People are more interested in people than in anything else in the world . . . and 


The New York Times Magazine satisfies that interest with brilliantly written stories and dramatic, 


KATIE IS LEAVING—AGAIN - 


The servent patlem cum os delenne 


lows domeste workers ete the besy inductors 


K 


story-telling pictures. 
People are talking about The New York Times Magazine . . . about its new and broader 
human interest... about its new, exciting pictorial appeal. 
And when you add these qualities to a magazine that reaches 800,000 families every 
week . . . that concentrates the power of America's leading Sunday advertising medium in 
America's biggest and busiest market . . . that carries this power into big and busy markets all 


wer the country . . . you have a magazine buy that means more power to your advertising, 


nore sales and more profits. 


The New Pork Simes Magazine 


The New York Times 
Mayazine 


WHY MEN FIGHT 


How tt Seems to « Times Correspondent Who Has Seen Four Wars 
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Order Out of Chaos? 


There is some indication that the | the national capital, based on what 
national administration may be|the army, navy and other depart- 


“10 Conte 0 Copy. $2 4 Year 


ADVERTISING CAN MOVE THAT MOUNTAIN 


oe) 
YS 
‘Sat hithine 


4 . steel biuedi, 
Aw st iae, | 
EA a 


"Boss, don't you think we ought to 


The Plee-sing Answer 


start selling some of this stuff now?" 


eaten 
Everything's Ready 


like to know 


| that everything’s unde! 


moving in the direction of bringing 
order out of the 
situation created by the application 
of priorities to the defense program. 
The difficulty which has been ex- 
perienced in assuring reasonable 
supplies for small manufacturers, 
both in and out of the defense pic- 


present chaotic | 


ments require 

OPM has been holding meetings 
with manufacturers, many repre- 
senting the small business group, in 
various parts of the country. With- 
out trying to soften the impact of 
defense on normal business, its rep- 
resentatives have made it clear that 


>. & 


ture, and of maintaining adequate 
production for non-defense purposes, 
has been entirely out of proportion 
to the actual requirements of pro- 
duction of defense goods. 

SPAB has announced that a com- 
plete survey will be made of mili- 
tary and civilian needs, breaking 
these down by classifications of ma- 
terials and equipment making up the 
sum total. The time element will 
necessarily be stressed in any such 
breakdown. In planning a five-year 
shipbuilding program, for example, 
it is not necessary to require pro- 
duction of all necessary parts and 
materials within one year, but only 
that section of the list which can be 
used within that time. 

The reason many monkey- 
wrenches have been thrown into the 
industrial picture is that Washing- 
ton has been ordering for a long- 
term production program on the 
basis of requiring all materials im- 
mediately. Naturally that creates a 
situation where it is not only impos- 
sible to allocate materials and 
equipment for non-defense purposes, 
but equally impossible to take care 
of all the demands emanating from 


of materials for essential civilian 
needs, They realize that within the 
scope of the defense program room 
must be found for producing the 
food, clothing, housing and _ trans- 
portation and other public service 
facilities needed by 130,000,000 
people, and to maintain their health 
and recreational services on an effi- 
cient basis. 

That is why decisions to assure 
adequate stocks for steel ware- 
houses, which supply the bulk of 
small manufacturers of metal prod- 


A-9 rating; to maintain a flow of 
materials and equipment for main- 
tenance, and to determine current 
defense requirements more exactly, 
all suggest that intelligent analysis 
rather than hysteria may yet govern 
decisions regarding defense and 
civilian needs. 


so 


General Motors says, there is enough 
steel, properly allocated, to provide 
minimum production of automobiles 
without interference with the de- 
fense program. But proper alloca- 
tion must be established. 


Advertising Critics Inconsistent 


One of the reasons why advertis-|that advertising 
ers and all advertising interests must | stimulate 
keep fighting to assure free and un- 


be used only to 
consumption, instead of 
|merely switching brand preferences, 
restricted use of their indispensable | refuse to acknowledge the fact that 
franchise is that those who attack it cigaret advertising, for example, 
refuse to acknowledge the incon- | while aimed at the competitive mar- 
sistency of their various arguments, | ket, has tremendously increased the 
but continue to urge a national pol-|consumption of all cigarets. The 
icy based on reasons and arguments | same is true of dentifrices, canned 
which are diametrically opposed to| soups, citrus fruits and dozens of 
each other. |} other product classifications. The 
For instance, it is contended that | individual advertiser who seeks to 
since one product is as good as an-|increase his share of an available 
other, assuming that the government | market actually cooperates with his 
has established standards of quality, |competitors in broadening that mar- 
brand advertising is an economic | ket and making larger sales avail- 
waste. Yet the Department of Jus- | able to all in a position to meet the 
tice accuses cigaret manufacturers | public demand. 
of monopolistic practices based on; The sophistry which attacks ad- 
successful advertising and brand ac- | vertising at one point moves to an- 
ceptance which obviously reduce | other as soon as one set of specious 
distribution costs and thereby per-| arguments is exposed. That is why 
form an economic service of unques- | advertising must be increasingly 
tioned value. jalert to defend its position on all 
And the same critics who insist | fronts, all the time. 


ucts, and which have been given an | 


We thought you'd 
contro] 
contest 
Eg- 


as 
far as the $25,000 Crisco 
starting Sept. 29 is concerned. 


\gleston Enterprise of Milford, N. Y., 


postcards us that he has a fine stock 
of good clean Crisco labels on hand 
“every label is genuine (taken 
from a can of Crisco) and the very 
| NEWEST type.” You can have them 
|for 6 cents each, 20 for $1, 100 for 
| $4.80. 
“Don’t let $10,000 
|}your fingers,” Mr 
lus, “by holding back winning en- 
}tries because you did not have 
llarge enough stock of qualifiers.” 


slip through 
Eggleston warns 


a 


steps will be taken to assure a flow | 


‘How True, How True 

The most amazingly perfect pro- 
motion piece that has ever come to 
the attention of your 
reached his desk last week. It came 
|from Fred L. Heath & Co., Chicago 
fengineers organization, and con- 
|sisted of a neatly framed wall motto, 
jal ready for hanging. Designed to 
icheer up the sorrowing world and 
| point out one of the eternal verities, 
\it proclaimed in big, bold type: 
\*REMEMBER THIS IS ONLY 
| TEMPORARY.” Around and about, 
|providing the background, were 
such words as “vacations,” “good 
business,” “unemployment,” “war,” 
|“depression,” “youth,” and a couple 
lof dozen more When the motto 
reached our desk, the glass facing 
}was shattered in a hundred pieces, 
and we shall have not the slightest 
|difficulty in remembering that THIS 
\IS ONLY TEMPORARY. 

We accepted this amazing demon- 


lof things as a special dispensation 
jfor ourself alone, but it seems the 
|\demonstration was much more wide- 
|spread than that. As a matter of 
lfact, the very next day’s mail 
|brought a note from Mr. Heath re- 
porting that several people had wit- 
|nessed the same phenomenon, and 
offering to replace the glass with a 
|slightly more permanent piece if we 
| desired. “If the sign does nothing 
|else than to forcefully call attention 
'to the fact that the millenium is not 
lhere or ahead, it will have served 
its purpose,”’ Mr. Heath asseverates. 


Secondary Advertising 

Writers’ Journal takes its pen in 
hand to advise us that it is opening 
its columns to commercial advertis- 
ing for the first time with “second- 
ary advertising,” a term inaugurated 
by the journal. 

“Secondary advertising,” the pub- 
lication says, “designates advertising 
designed to influence writers to 
mention the advertised product, in 
short stories, radio plays, books, 
stage plays, articles, motion pictures, 


“that writers are a powerful means 


and habits. 


Special 


directed to writers, giving full de- 


Ad-libbing 


Ad-libber | 


and all other forms of creative 
writing. 

“It is pointed out by Writers’ 
Journal,” says Writers’ Journal, 


of influencing public opinion, tastes 
advertising 


et 
jtails and availability of source ma- 
|terial on the product mentioned, 
‘will, the publication believes, give 
{the product vast exploitation possi- 
| bilities.” 

And then if the writers mention 
the advertisers’ products in their 


— 


Informatio 
for 
Advertisers 


The following documents may be 
ecured without charge from cm- 
vanies sponsoring them, or through 
ADVERTISING AGE, by any nationa] 
dvertiser or advertising agency 
xecutive writing on his busiress 
etterhead. 

Vo. 1868. Letters to a Lady. 
This catchy title refers to ‘he 


jaily mail received by the pop) \a 


r 
lady who runs the Modern Hc: me 
Forum on Radio Station WO\\0 
The folder outlines the weekly 
schedule of the program, tells about 
listeners’ interest in it, and gives 
examples of a couple of advertising 
successes. A mail response map 
shows the scope of the Forum's 
audience. 

No. 1869. Agriculture’s Most Mech- 
anized and Responsive Spe- 
cialty. 

In this new brochure, Pou'try 

Tribune gives some figures on the 

changing composition of farm in- 


come, a chart of geographic dis'ri- 


|bution of the poultry market, a: 


map showing 1940 poultry income 
by states. The profusely illustrated 
pages of the book show examples of 


short stories, radio plays, books, etc., 
etc., the advertisers no doubt will 
reciprocate by mentioning the 
writers’ short stories, radio plays, 
books, etc., etc., in their advertising. 
'Or are we getting slightly confused* 


Jottings 

Berkshire Knitting Mills sent us 
ja replica of the one-billionth full- 
fashioned stocking it has produced 
since its beginning in 1906. We 
were forewarned that it was com- 
ing, and thought it an interesting 
stunt, but when it arrived in a 
dainty little box our secretary said 
“Got any one-legged 
They only sent one stock- 


iscornfully: 
friends? 


'ing!” 
| Maybe you'd be interested to 
iknow that Lower Merion News- 


papers, Admore, Pa., is finding it 
[necessary to advise prospective ad- 
| vertisers that they'd better get their 
|reservations in early if they expect 
jto get their copy printed. Two of 
| the papers have recently printed 
jfront-page boxes advising of 
|number of advertisements they have 
, been forced to leave out because of 
space limitations... . 

Neat mail stunt of The Hub, Chi- 
cago men’s store: Mails a regular 
statement to charge account cus- 
| tomers who haven’t bought anything 
during the month, with the note, 
“Since there no purchases to 


are 


As Charles E. Wilson, president of | stration of the impermanent nature |record on your statement for August 


/we are using it as a note! We'd like 
|to see you again!” ... 

Allegheny Ludlum Steel Corpora- 
ition enclosed questionnaire on pri- 
|orities, conservation and 
I tion with the most recent copy of its 
|magnificent house organ, “Steel 
Horizons.’ The answers, it says, 
will be fine for gauging industrial 
}oOpinion on pressing defense matters 
jand will help both the government 
}and suppliers of basic materials. .. . 

Vernon Bailey of National 
Retail Furniture Association calls 
flour attention to the incident re- 
ported in the Chicago Tribune the 
‘other day. It seems that a tenant 
}of the Furniture Mart got into dif- 
ficulties with his employes and 
|found himself on the receiving end 
|of a picket line. Recognizing the 
| tremendous advertising  possibili- 
‘ties of the situation, he supplied the 
pickets with signs reading: “Marsh 
Industrial Designs Corporation, 
builders of the finest designs from 
|coast to coast, is unfair to organ- 
lized labor.” . . 

Wonder if you'd call this perfect 
}timing: A two-column ad for Calox 
dominated with a big picture of 
| Virginia “flashing an enchanting 
smile,” while a couple of pages 
away a one-column cut of the 


the 


1s 


same Virginia Bruce with the news 
six-pound 


that she has 


}son. . . 


a new 


the 


substitu- 


|some of the poultry farms of the 
| publication’s readers, list the equip- 


j;ment used and display letters indi 
jcating reader interest 


|'No. 1870. St. Petersburg Market 
Data. 

The St. Petersburg Times and 

Evening Independent have issued 


|this booklet which includes informa- 
|tion on population, buying powe: 
‘retail sales and other market data. 
jas well as facts about coverage of 
lthe market by these newspapers 


|No. 1871. KMA Atlas of Wholesal 
Grocers, 

Radio Station KMA, Shenandoah 
jla., offers this booklet, which con- 
jtains a map indicating the 50 gro- 
jcery marketing centers in the sta- 
| tion’s area, and includes a list of 
| wholesale grocers with their buyers 
or managers, a map of the station's 
jretail grocery market area, and some 
jadvertising success examples 


|No. 1722. Why Should I? 

“Advertise in Our Sunday Visitor 
jand The Register” tinishes the ques- 
|tion of the title, and the pages of 


‘this brochure offer numerous rea- 
sons. The papers’ editorial appeal 
jand reader response are discussed 
and information is provided con- 
cerning the number of readers, 


|where they are, and their buying 
lability. Rate and circulation 
are included, as well as some 
vertisers’ success stories 


No. 


int 
\ 


d- 


1785. For Intensive Coverage 
Extensive Sales. 
Radio Stations WHK-WCLE have 


issued three file folders containing 
|tabulations of market data, er- 
age maps and rate cards. Include 
lis an outline of the stations’ 1uc 
jand program promotion act es 
No. 1765. Whaley Taxipos! id 
vertising. 
| The story of the begin: 
|development of Taxiposte: 
advertising medium is told 
|}new folder issued by Wha xl 
|poster Advertising. A ! amd 
table indicate where Ta ters 
jare available, and inforn 
igiven concerning circulat rate: 
and mechanical requirem« [tus 
|trations show some of ' Pax 
posters now in use. 
No. 1857. Wake Up thé is 
the Home. 
There is a trend, sa oe 
Home Journal, toward retur! 
to dining room living- \°V'"8 
room where the family get a 
gether at meal time. T! re _* 
announces the Journal’ a. 
encouraging this trend t awe 
torial emphasis on liv ainine 
room decorations, furnis ings °° 
fixtures. 
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The One-man SURVEY 


Ask yourself this one question. Answer it yourself. And you 
will know, beyond reasonable doubt, just what magazine to 
put in the No. 1 position on your schedule—any schedule. 


Among magazines, what Is 


the 


——— 
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important of all publishing themes? 


If your answer is “national atfairs’—a subject which 
today is a part of almost every magazine—then your 
own survey will focus on the one magazine which, 
every week, is devoted entirely to the reporting, 
interpreting and forecasting of national affairs. 
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Some 150,000 important men and women, 
as a result of being surveyed by our 
Circulation Department have become 
subscribers to The United States News. 


Busy as they are they find the time. make 
the time, or steal the time to read The 


United States News. 


* 


Letters from several 
thousand readers are 
avatlable for examina- 
tion. Here are a few— 


...newsgram is my most depend- 
able prophet. 
C. V. Pickering 
AETNA LIFE INSUR- 
ANCE COMPANY 


* 


.. we all do appreciate the infor- 
mation set forth in your magazine. 
Clear, concise, accurate reporting in 
these fast moving days is much 
appreciated. 
H. M. Kinne 
ALLIS-CHALMERS 
MANUFACTURING CO. 


* 


. most helpful in keeping one 
abreast of current events in Wash- 
ington. Think you are doing a 
splendid job. 

C. J. Romieux, Sales Man- 
ager, Plastics Division 
AMERICAN CYANA- 
MID COMPANY 


* 


.. enlightening on the many mat- 
ters of current general interest, 
especially as regards activities in 
Washington, D. ro 
C. E. Hodges, Jr., President 
AMERICAN MUTUAL 
LIABILITY INSUR- 
ANCE COMPANY 


* 


.. very instructive and up-to-date. 
Emil C. DeLeuw, Vice 
President 
AMERICAN WINE 
COMPANY 


* 


..very interesting and helpful in 

keeping me up to date, particularly 

as to the Washington viewpoint. 
C. W. Kinnison, Treasurer 
THE AUSTIN COM- 
PANY 


* 


. very informative and interesting. 
Philip Wyman, Vice 


President 
THE BALDWIN PIANO 
COMPANY 
* 
. both Mrs. Taylor and I have 


read The United States News with 
some regularity for several months 
past. Mrs. Taylor told me not so 
very long ago that she likes your 
magazine almost as well as she does 
———., to which she has been 
devoted for years. 
Joseph F. Taylor, Vice 
President and Treasurer 
BAUSCH & LOMB 
OPTICAL COMPANY 


* 


..get a great deal of satisfaction 
out of reading The United States 
News. 
O. L. Woodson, Vice-Pres. 
BELL AIRCRAFT COR- 
PORATION 


* 


..routed to several executives of 
our company. 

Hal Johnson 

BLATZ BREWING CO. 


* 


.well edited magazine . . . con- 
tains many helpful ideas and sug- 
gestions. I enjoy reading it and 
pass it on to others in my office. 

C. C. Crouch, Vice-Pres. 
BUTLER MANUFAC- 
TURING COMPANY 


* 


... your publication is both useful 

and helpful to me. 
R. L. Newton, Assistant 
General Sales Manager 
CADILLAC MOTOR 
CAR DIVISION GEN- 
ERAL MOTORS SALES 
CORPORATION 


* 


.keep extremely well posted on 
important subjects that very much 
concern us all at the moment. The 
information and views therein ex- 
pressed are very timely. I always 
look forward to receiving my regu- 
lar copy. 

Kingman Moore, Vice 
President 

CANADA DRY GINGER 
ALE, INC. 


* 


..during times such as we are 
presently passing through, with the 
interests of our two countries so 
closely linked, it is of particular 
interest to have the opportunity of 
being kept well posted on the course 
of events in the U. S. 

H. C. Grout, Assistant to 
the Vice President 
CANADIAN PACIFIC 
RAILWAY 


* 


.. read regularly in our Sales Pro- 
motion Department and, while I 
cannot point out specifically the 
items which have been of use, I can 
say that we have found them gen- 
erally helpful. 

Charles Knupfer, Vice-Pres. 
CARBORUNDUM CO. 


* 
.. your “Tomorrow” and “Plus 
and Minus” features especially ap- 


peal to me, and have on numerous 
occasions proven quite helpful. 
W. C. Hull, Vice-Pres. 
CHESAPEAKE & OHIO 
RAILWAY CO. 


* 


. . I have been particularly inter- 
ested in the effect of The United 
States News, inasmuch as I have 
found D. W. Russell, our President, 
quoting one of your articles on a 
couple of occasions. 

W. H. Barnett, 
dising Mer. 
CHRYSLER CORPORA- 
TION AIRTEMP DIV. 


* 


Merchan- 


..of all the periodicals that come 
across my desk that are devoted to 
a discussion of current business 
problems and that purpose to carry 
news about business I think your 
publication tops the list. May your 
circulation grow and your influence 
spread. 

R. M. Rowland, Assistant 
General Sales Manager 
CHRYSLER CORPORA- 
TION, DeSOTO DIV. 


* 


..there is no substitute, as you 
well know, for a quality product. 
Personally, I enjoy your book a 
great deal. Therefore, I have kept 
in touch with The United States 
News by reading the book thor- 
oughly as it is published. 
E. J. Poag, Assistant Gen- 
eral Sales Manager 
CHRYSLER CORPORA- 
TION, DODGE DIV. 


* 


...find it valuable to read The 
United States News carefully from 
cover to cover. 
D. T. Stanton 
CHRYSLER CORPORA- 
TION, DODGE DIV. 


* 


.. timely and well presented with- 
out involving an excess of time. 
P. Howell, Chairman of 
Board 
COMMERCIAL NA- 
TIONAL BANK AND 
TRUST COMPANY 


* 


.. have enjoyed reading the articles 
appearing in The United States 
News. It is my opinion that infor- 
mation disseminated in terse form 
‘such as your periodical makes it 
easier and faster reading. 

E. C. Samuelson, Vice 
President 
COMPTOMETER COM- 
PANY 


* 


.. your publication has been read 
with interest. Both editorially and 
from the standpoint of information, 
it is concise and helpful. 

F. H. Haviland, Vice 
President 
CONNECTICUT GEN- 
ERAL LIFE INSUR- 
ANCE COMPANY 


* 


.. particularly like your yellow and 
green inserts, inasmuch as they give 
a quick overall picture of what ap- 
parently is going on in Washington, 
which at the present time is the 
fountain head of all wisdom. 

P. V. Hayden 
CONNECTICUT STATE 
DEVELOPMENT COM- 
MISSION 


* 


..I find The United States News 
a publication covering up-to-date 
Government affairs in a voncise and 
reliable manner, and have obtained 
considerable benefit from your busi- 
ness summaries. 

B. F. Tobin, Jr., 
Vice President 
CONTINENTAL 
MOTORS CORPORA- 
TION 


+ 


Executive 


.. obtain a lot of pertinent facts 
within a minimum of reading time. 
Wm. S. Armstrong, 

Vice President 
HENRY DISSTON & 
SONS, INC. 


* 


.. those who have been receiving 
The United States News are very 
high in their praise of your publica- 
tion. Permit me to say that I per- 
sonally have always enjoyed reading 
The News. In my opinion, it really 
is “on the button.” 

George Orphal 

DODGE BROTHERS 
CORPORATION DIVI- 
SION OF CHRYSLER 
CORP. 


* 


.. this office reads with great in- 
terest each issue of your publication, 
and we sincerely believe you are 
doing a splendid job. 

Richard §S. Boutelle, Sales 
Department 

FAIRCHILD AIR- 
CRAFT 


* 


— 


.. very great value not only in help- 
ing keep up with the times, but 
also in securing certain information 
which I would be unable to obtain 
otherwise. 

G. H. Hammond 
FEDERAL MOTOR 
TRUCK COMPANY 


* 


..about the only magazine of na- 
tional and intenational news that I 
read from cover to cover each week. 

. C. Lily, President 
FIRST NATIONAL 
BANK OF ST. PAUL 


* 


..it is the best book of its kind 
printed today, in my judgment. 
R. F. Deateale, Sales Mgr. 
GLENMORE DIS- 
TILLERIES COMPANY 


* 


...have received useful information 
from The United States News and 
if at all possible do not miss a single 
issue. The field covered and the 
concise, complete way in which it 
is covered is of extreme value today. 
J. S. Sprott, President 
THE GLOBE- 
WERNICKE COMPANY 


* 


.. found it most interesting. 
. S. Katz, President 
GRUEN WATCH CoO. 


* 


.. educational and informative. 
R. Baldwin 
HAMMERMILL PAPER 
COMPANY 


* 


..read The United States News 

quite religiously in this department. 
Fred P. Hayward, Vice 
President and Treasurer 
JOHN HANCOCK MU- 
TUAL LIFE INS. CO. 


* 


...the contents of The United 
States News have been valuable in 
helping to interpret the business 
picture. 
G. H. Prall, Agency Secy. 
HARTFORD STEAM 
BOILER INSPECTION 
& INSURANCE CoO. 


* 


.. have noted so many times that 
your information is always ahead of 
the newspapers. May I say in clos- 
ing that you have made a U.S.N. 
reader out of me from now on. 

Bradley Ballard 
HYDRAULIC BRAKE 
COMPANY 


* 


... interesting and profitable. 
E. E. Crabb, President 
INVESTORS SYNDI- 
CATE 


* 


...your publication is read assidu- 
ously by at least four members of 
our company. 

E. M. Perrin 

JENKINS BROTHERS 


* 


.. read it every week and find it is 
one of the most newsy and informa- 
tive papers I receive in my home. 

P. J. Flaherty, President 
JOHNSON BRONZE CO. 


* 


.. the general manager of our com- 
pany and I were discussing maga- 
zines in general this morning. We 
both agreed that your magazine was 
one of the best. 


Louis Sandler, Vice 

President 

JOHNSON BRONZE CO. 
* 


..read from cover to cover each 
week. 

C. Overman 

JOHNSTON & MURPHY 


* 


.. the information we obtain from 
it keeps us up-to-date on current 


affairs. 
W. S. Acuff, Jr., 
Sales Manager 
KEASBEY & MATTI- 
SON COMPANY 


General 


* 


..Of greatest interest are the 
“green page” and the “ye}. 
low page.” 

C. E. Gischel 


WALTER KIDDE & 
COMPANY, INC. 


* 


. Zives us a wide coverage of ve!y. 
able information about govern. 
mental activities. We would ot 
want to be without it. 

Robert L. Lund, Execur ve 
Vice President 
LAMBERT PHAR.- 
MACAL COMPANY 


* 


.. receive The United States News 
each week and am interested in i 
L. G. Elliott, President 
LaSALLE EXTENSION 
UNIVERSITY 


* 


..a very fine magazine and cer- 
tainly contains the news as one |: :es 
to read it. 

C. E. Samuelson, Sales 
Manager 
LYCOMING DIVISION 
AVIATION MANUFAC. 
TURING CORPORA. 
TION 


* 


. 1 think the publication is “tops.” 
S. W. Coleman, Genera! 
Sales Manager 
MALLINCKRODT 
CHEMICAL WORKS 


* 


...when copies of The United 
States News are received by this 
Division, they are circulated to all 
officials. After asking these gentle- 
men whether or not they believe it 
worthwhile to continue to receive 
your magazine I find they are 
unanimous in urging that it be con- 
tinued. 
A. L. Patterson, Vice Presi- 
dent and General Manager 
MONOCOUPE AERO. 
PLANE & ENGINE 
CORPORATION 


* 


...indeed am pleased to inform you 
that your good publication has been 
a source of helpful information to 
us in the past. 
W. Foley, Vice President 
PHILIP MORRIS & CO. 
LTD. 


* 


.. read regularly in this office and 
we find it helpful for general in- 
formation and guidance purposes. 

Dudley Harmon, Executive 
Vice President 

THE NEW ENGLAND 
COUNCIL 


* 


.. there are many magazines cross- 
ing my desk every month. Many 
of these I can only hurriedly peruse, 
but it has somehow become a prac- 
tice for me to take home The United 
States News in order to keep up 
with the national events. 

A. W. Coffin, Managing 
Director 

NEW JERSEY COUN- 
CIL 


* 


.. has given me useful and helpful 
information during the past year 
I think it is an excellent product. 

E. E. Nelson, Passenget 
Traffic Manager 

NORTHERN PACIFIC 
RAILWAY COMPANY 


* 

.. helpful and informative, particl- 
larly with reference to presi nt day 
happenings all over the wor! Your 
paper is one of the most valued that 


comes to my desk. 
E. E. Ralston, Gen¢ral 
Sales Manager 
OLDSMOBILE 1)'V!- 
SION GENERA! 
MOTORS CORPURA 


TION 
* 

.. look to its review of the national 
and international situation for 
latest and most authentic inform® 
tion, particularly under th. heading 
of “Tomorrow” and “lus 4" 
Minus.” 

J. C. Bebb 
OTIS ELEVATOR COM 
PANY | 
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am reading The United States 

News practically cover to cover. 
G. E. Gregory, General 
Sales Mer. 
OWENS-CORNING 
FIBERGLAS CORP. 


* 


both helpful and informative. 
R. J. Teeple 
PAGE STEEL & WIRE 
DIVISION, AMERICAN 
CHAIN & CABLE COM- 
PANY 


” 


__a valuable source of information. 
Paul Thomas 
PITCAIRN-LARSON 
AUTOGIRO CO., INC. 


* 


_useful and helpful. 
H. P. Botchford, Vice 
President 
THE PLEASANT 
VALLEY WINE CO. 


* 


_one of the best. 
P. B. Porter, Vice Presi- 
dent and General Manager 
Photographic Records 
Division 
REMINGTON RAND, 
INC. 


* 


_. useful and helpful. 
W. Wallace Kellett 
REPUBLIC AVIATION 
CORPORATION 


* 


_,. have enjoyed reading The United 
States News, particularly the News- 
gram at the front and the Plus and 
Minus at the rear. 
R. S. Damon, President 
REPUBLIC AVIATION 
CORPORATION 


* 


...had not looked at The United 
States News for a long while until 
someone began sending it to me 
several weeks ago. It is full of 
good information and I am inter- 
ested in subscribing. 
C. M. White, Vice Presi- 
dent Charge of Overation 
REPUBLIC STEEL 
CORPORATION 


* 


...read with greatest interest the 
Newsgram, subject “Tomorrow.” 
E. C. Low, General Manager 
of Sales 
JOHN A. ROEBLING’S 
SONS CO. 


* 


...get useful and helpful informa- 
tion from The United States News 
—especially the Newsgram—often 
too busy to read the other excellent 
articles. 
W. J. Schieffelin, Jr. 
SCHIEFFELIN & COM- 
PANY is 


...tread The United States News 
regularly. 
E. S. Anderson 
SCOVILL MFG. COM- 
PANY 


..interesting and helpful informa- 


tion. 
E. D. Chaninel 
SOCONY-VACUUM OIL 
COMPANY 


* 


‘much up-to-the-minute informa- 
ton which has been of real value to 
me, 

C. D. Freeburn, Industrial 
Lubricating Manager 
SOCONY-VACUUM OIL 


COMPANY 
* 
-Teceived considerable valuable 


“ormation from your publication 
‘ past year. 
A. F. Lvster 
SOCONY-VACUUM OIL 
COMPANY 


* 


hot only does it give valuable in- 
mation, but I particularly like its 
“ncise and informative method of 
‘ving current news and business 
Tends, 
H. P. Henning, Assistant 
Sales Manager 
STINSON AIRCRAFT 
DIVISION OF VULTEE 
AIRCRAFT, INC. 


* 


...unquestionably an outstanding 
up-to-date report of important cur- 
rent happenings. 
. B. Freeman, President 
B. F. STURTEVANT 
COMPANY 


* 


... 1 always read the yellow section 
and as many of the articles as I can 
find time for. 
L. B. Swift, President 
TAYLOR INSTRU- 
MENT COMPANY 


* 


...Say without hesitation that we 
have received a great deal of useful 
and helpful information over the 
past year. 
Herbert J. Noble, 
Treasurer 
TAYLOR INSTRU- 
MENT COMPANY 


* 


...read The United States News 
rather thoroughly every week. I 
consider that it contains very im- 
portant and valuable information. 
L. M. Klinedinst, Vice 
President 
THE TIMKIN ROLLER 
BEARING COMPANY 


* 


... look forward each week to its 
arrival. 
Robert L. Philippi, Director 
of Public Relations & 
Advertising 
UNION OIL COMPANY 
OF CALIFORNIA 


* 


... have been a consistent reader of 
The United States News and find 
that this publication contains con- 
siderable helpful information. 

S. B. Walker, Director of 

Sales 

UNITED STATES 

— COMPANY, 

I ; 


. 


...enjoy reading it. 
J. H. Chaplin, Vice 
President 
VEEDER-ROOT, INC. 


* 


... most useful and helpful informa- 
tion. 
J. Stuart White, Director 
VIRGINIA CONSERVA- 
TION COMMISSION 


* 


... you are to be complimented 
upon the fine condensed, up-to-the- 
minute information supplied in this 
weekly publication. 
B. H. Sullivan, General 
Sales Manager 
WESTINGHOUSE 
ELECTRIC & MFG. CO. 


* 


... The United States News is popu- 
lar with our people, who like espe- 
cially the yellow sheet in the front 
and the green sheet in the rear since 
these give them a quick picture of 
Washington news which helps in 
planning future policies. 

Wright, Jr., Execu- 
tive Vice President 
WHITING CORPORA- 
TION 


* 


—from busy men in the 


O. P. M. 


...One of the few periodicals that 
I read approximately from cover to 
cover the day of arrival. I find it 
not only infermative but very in- 
teresting and in my opinion it 
serves a very unusual purpose. 
Wm. H. McReynolds 
ADMINISTRATIVE AS- 
SISTANT TO THE 
PRESIDENT 


* 


... find time to read The United 
States News, even if a little belat- 
edly. Your condensed summary of 
Government news is interesting and 
valuable to me. 
Mathias Niewenhouse 
DIVISION OF DE- 
FENSE HOUSING 
COORDINATION 


* 


...read regularly by the writer and 

several other members of OPM ad- 

jacent to my Office are quite inter- 

ested in seeing it each week. 
George F. Hooker 
STEEL UNIT 


* 


...read The United States News 

regularly . . . your summary of the 

news is very good. 
Karl W. Fischer 
DEPUTY COMMIS- 
SIONER, THE ADVIS- 
ORY COMMISSION TO 
THE COUNCIL OF NA- 
TIONAL DEFENSE 


* 


...do not find time to read The 
United States News regularly, al- 
though someone in this Division 
usually does, and articles of particu- 
lar interest in regard to our work 
are brought to my attention. 

C. R. Dooley 

DIRECTOR TRAINING 

WITHIN INDUSTRY 


* 


... 1 read every copy. 
Louis de B. McCrady 


* 


... whenever I fail to get hold of a 
copy on the day of issue, I feel that 
I am missing something. 

Walter S. Tower 


* 


...a useful summary of current de- 
velopments. 
H. B. Boyd 
DTRECTOR, DIVISION 
OF SPECIAL PRO- 
GRAMS. AGRICUL- 
TURAL ADJUSTMENT 
ADMINISTRATION 


* 


...1 consider The United States 

News a newspaper of worth. 
Harry Camp 
ASSISTANT TO THE 
DIRECTOR OF PUR. 
CHASES 


* 


...One of the few publications I 
do have time to read. 
E. S. Chapman 
CHIEF, SMALL ARMS 
AND SMALL ARMS 
AMMUNITION UNIT 


* 


... find time to read The United 
States News regularly and find it 
extremely helpful. 
Robert E. Doherty 
CHAIRMAN PRODUC. 
TION PLANNING 
BOARD 


* 


...the only magazine of its type 
that I do read regularly. 
J. Howard Hamilton 
SPECIAL ADVISOR DI.- 
VISION OF PUR- 
CHASES 


* 


...In these times, it is almost im- 
possible to spend a great deal of 
time reading, and your method of 
condensing material into as small 
an item as possible is very helpful 
to anyone who attempts to keep up 
with current news. 

Joseph D. Keenan 

ASSISTANT TO MR. 

HILLMAN 


* 


...read my weekly copy of The 
United States News regularly, and 
find its summarized important news 
of much help in keeping up with the 
rapidly moving events in the na- 
tion’s Capitol. 
R. J. Lund 
CONSULTANT ON 
MISCELLANEOUS 
MINERALS 


* 


...read The United States News 
regularly. 
A. C. ©. Hill, Je. 
EXECUTIVE OFFICER 
PURCHASES DIVISION 


* 


...commend you particularly on the 
preface “Tomorrow.” 
W. V. Kabler 
CONSTRUCTION SEC. 
TION 


* 


SS 


... find time to read The United 

States News regularly, like the pres- 

ent form, and usually read at home. 
Robert L. Mehornay 
CHIEF DEFENSE CON.- 
TRACT SERVICE 


* 


... comes regularly to my desk and 
it has been found most helpful in 
keeping me in touch with the many 
new developments in the defense 
program. 
Bradley D. Nash 
FINANCIAL CONSUL- 
TANT, DEFENSE CON.- 
TRACT SERVICE 


* 


... find the condensed summary of 
what the Government is doing of 
great interest. 
J. P. Norfleet 
AREA CO-ORDINATOR, 
DEFENSE CONTRACT 
SERVICE 


* 


... interesting and on the whole ac- 
curate. 
F. Taylor Ostrander, Jr. 
CO-DIRECTOR, DE- 
FENSE FINANCE 
SECTION 


* 


... The United States News is one 
magazine for which I make time 
to read. 
Walter C. Shorter 
ASSISTANT TO THE 
DIRECTOR OF PUR- 
CHASES 


* 


... find it interesting and believe 
that it has told the defense story 
in the United States in an interest 
ing form. 
Donald M. Nelson 
DIRECTOR OF PUR. 
CHASES 


* 


...extremely valuable and have 
placed it on my weekly “must” read- 
ing. 
Peter R. Nehemkis, Jr 
SPECIAL ASSISTANT, 
DEFENSE CONTRACT 
SERVICE 
* 


... read it and profit thereby. 
C. J. Myers 
CHIEF, PROCURE.- 
MENT PROCEDURE 
DEFENSE CONTRACT 
SERVICE 


* 


...One of the most valuable things 
that come to my desk. 
Ralph Budd 
TRANSPORTATION 
COMMISSIONER 


* 


... almost always read some of the 
articles and occasionally read the 
whole magazine through. 
Bradley Stoughton 
CHIEF, HEAT TREAT. 
ING EQUIPMENT 
UNIT, TOOLS SEC. 
TION 


* 


...can read only a fraction of the 
current literature of which it has 
been my habit to keep in touch. 
For this reason I find your con- 
densed weekly summary of news of 
Government activities extremely 
valuable. 
Samuel §S. Stratton 
GROUP EXECUTIVE 
MINERALS & METALS 
PRIORITIES DIV. 


* 


—from busy 
ADVERTISING EXECUTIVES 


...it has been one of my responsi- 
bilities to keep well informed on 
international affairs related to the 
war. I have undertaken this by 
reading, among other publications, 
all the weekly newsmagazines. My 
choice for concise, factual news and 
interpretation of that news is The 
United States News. The editor- 
ship of your publication is to be 
congratulated for its accurate fore- 
sight. 
Glenn A. Green, State Di- 
rector of Publicity 
ARKANSAS PUBLIC- 
ITY ADVISORY COMM. 


...I have not been familiar with 
The United States News until very 
recently. When I started to read 
it at home I got a most excellent 
impression from it and have been 
reading it every week since. It has 
appealed to me as being a very 
solid, sensible, down-to-earth edi- 
torial job. 
E. Cameron Hawley, As- 
sistant Director of Adver- 
tising & Promotion 
ARMSTRONG CORK 
COMPANY 


* 


... helpful in interpreting the basic 
current news. 
John K. Crippen, Adver- 
tising Mer. 
BANTAM BEARING 
CORPORATION 


7 


... your book is the best thing I 
have seen in a long time. 
A. T. Hapke, Advertising 
Manager 
BELL AIRCRAFT 
CORPORATION 


+ 


...extremely interesting — particu- 
larly the bound-in services material 
in the front. 

Stuart Peabody 

BORDEN SALES CO. 


* 


... most valuable because it is 
timely, informative and helpful. I 
always enjoy reading it. 
Joseph Bame, Manager Ad- 
vertising 
COMMERCIAL NA- 
TIONAL BANK & 
TRUST COMPANY 


* 


...the summary of spot news in- 
serted in the front of your publica- 
tion is, to us, an especially fine 
feature. As you are aware, our 
reading habits have taken on a 
faster tempo, in keeping with the 
general defense movement, till now 
we have reached the “read-as-you- 
run” stage. This means that any- 
thing any publication can do to give 
us the news in capsule form will 
help its reception. 

R. L. Wetzel, Advertising 

Director 

DAYTON RUBBER 

MANUFACTURING CO. 


* 


... The United States News is con- 
sistently read by myself and at least 
one or two other members of the 
organization. A_ fine book and 
thoroughly deserving of the wider 
distribution that you are getting. 
W. S. Baldwin, Advertis- 
ing Manager 
DIAMOND T MOTOR 
CAR COMPANY 


* 


...Wwhen reading lists must of ne- 
cessity be reduced to bare essentials 
The United States News stands out 
like a sore thumb. I not only read 
it myself each week but take my 
copy to the office where seven other 
executives get a crack at it before 
it is filed. 

W. W. French, Sales Pro- 

motion Mgr. 

DODGE MANUFAC. 

TURING CORP. 


* 


...1 am a very thorough reader of 
The United States News with the 
result that at the moment it isn’t 
possible for me to distinguish be- 
tween the useful informa‘ion ob- 
tained from its pages and _ that 
gleaned from the promotional ma- 
terial you have released through the 
mail. My impression, however, is 
that I have always studied all ma- 
terial released over your “by-line.” 
John S. Garceau, Manager 
Advertising & Sales Pro- 
motion 
FARNSWORTH TELE- 
VISION & RADIO 
CORP. 


* 


* 
== See next page ee 
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ADVERTISING AGE 


September 15, 194 


6,, 


_.. the factual information, meaty 
and concisely given, which arrives 
every Monday morning in the form 
of The United States News is very 
valuable in allowing us to draw up 
our “blueprints for sales” which are 
so necessary if we are to build an 
economical and efficiently operating 
sales machine. In fact your publi- 
cation has been responsible for a 
new figure of speech which one 
hears very frequently in our com- 
pany, namely, “It must be so I 
read it in The United States News. 
F. A. Johns, Adv. Mgr. 
FEDERAL MOTOR 
TRUCK COMPANY 


* 


_..a very helpful publication. 
R. B. White, Adv. Dept. 
GILBERT & BARKER 
MFG. COMPANY 


* 


_..one of my “must” readings each 

week. ; 
George Johnson, Advertis- 
ing Department 
HUDSON MOTOR CAR 
COMPANY 


a 


_.. Your best promotion piece 1s 

The United States News itself. 
Frank L. Blake, in Charge 
of Advertising 
KIMBERLY-CLARK 
CORPORATION 


* 


_..1 receive the magazine at my 
home and think it is swell. 
H. A. Wise, Vice President 
in Charge of Advertising 
MACFADDEN PUBLI- 
CATIONS, INC. 


* 


...a publication which keeps busy 
men current on the rapidly chang- 
ing series of world events. 
Lester Muller, Chair- 
man 
MARYLAND PUBLIC- 
ITY COMMISSION 


* 


...1 have heard many of them 
comment about the information 
gleaned from its pages. 
J. F. Rector, Director Pub- 
licity-Advertising 
MISSOURI PACIFIC 
LINES 


* 


... go thru each issue of the News. 
Ed Kobak 
NATIONAL BROAD- 
CASTING COMPANY 


7 


...I think that the editors of The 
United States News are doing a 
tremendously fine job with the 
magazine. 
C. V. Havens, Adv. Mgr. 
OLDSMOBILE DIVI- 
SION GENERAL MO- 
TORS SALES CORP. 


* 


... 1 enjoy the News’ unique method 
of portraying the news, especially 
their comparagraph pictures. I 
shall look forward to reading The 
United States News in the future. 
C. D. Barker, Adv. Dept. 
OLDSMOBILE DIVI- 
SION GENERAL MO.- 
TORS SALES CORP. 


. 


..we have found your concise in- 
terpretation of news on national af- 
fairs interesting and informative and 
have looked forward to reading The 
United States News each week. 

P. R. Warmee, Sales Pro- 
motion Mgr. 

PONTIAC MOTOR DI- 
VISION GENERAL 
MOTORS SALES CORP. 


* 


...1 never fail to read each issue 
of The United States News. 
Cc. W. Ruth, Director Ad- 
vertising REPUBLIC 
STEEL CORPORATION 


...each week The United States 


News is read thoroughly. 
Robert M. Fuoss, Publicity 


Mgr. 
THE SATURDAY 
EVENING POST 


* 


...I read every issue. 
Cy Norton, Manager Sales 
Promotion 
STRATHMORE PAPER 
COMPANY 


* 


...one that I keep on my desk and 
read with interest. 
R. Smith, Advertising 
Mer. 
VEEDER-ROOT, INC. 


* 


...I personally enjoy reading The 
United States News and am im- 
pressed with the phenomenal rise 
in the circulation of your paper. 
E. W. Falcon, Advertising 
Dept. 
THE WARNER & 
SWASEY COMPANY 


* 
...read The United States News 


very carefully from cover to cover. 
I wouldn’t want to be without it. 


R. Mason, Merchan- 
dise, Advertising and Sales 
Promotion 
WESTINGHOUSE 
ELECTRIC & MFG. CO. 

* 


...the best promotion is the maga- 
zine itself from which I definitely 
get useful and usable information. 
Charles Wilson 
N. W. AYER & SON 


* 


...the magazine itself is your best 
promotion. 

M. H. Smith, Jr. 

N. W. AYER & SON 


* 


... your publication has made for 
itself a newly important place in 
the field of public information and 
enlightenment on subjects of vital 
concern to all of us who must live 
and try to understand and thrive 
under the intensely difficult period 
to which we have fallen heir. 
Thomas H. Gilliam, Jr. 
N. W. AYER & SON 


* 


...read The United States News 

regularly and am an _ enthusiastic 

booster. More power to you! 
Joe Neeby 
CAMPBELL-EWALD 
COMPANY 


+ 


...@njoy your publication. 
Paul Roberts 
CECIL & PRESBREY, 
INC. 


* 


... very interesting. 
H. M. Montgomery 
FERRY HANLY 
COMPANY 


* 


... Magazine itself is its own best 
promotion. 
Joe L. Killeen, President 
FITZGERALD ADVER- 
TISING AGENCY, INC. 


* 
...my opinion of the NEWS is 
high. 
W. A. Fox 
FOX & MacKENZIE 
* 


... receiving the magazine itself is 
one of your best promotion strate- 
gies. 

Earl R. Preble 

THE GRISWOLD. 

ESHLEMAN COMPANY 


* 


... have been reading The United 
States News weekly in my home. 
I like it.. Am more than frank in 
admitting that I look for it weekly 
because it does contribute some- 
thing that none of the other weekly 
news magazines offer. 

George H. Hartman 

GEORGE H. HART. 

MAN COMPANY 


* 


.. find the material in your publi- 

cation very informative on trends 

of National and international affairs. 
Thomas E. Orr 
HIXSON-O’'DONNELL 
ADVERTISING, INC. 


... have found The United States 
News helpfully informative. 


. J. Ross 
IVY LEE & T. J. ROSS 


* 


... The United States News is the 
first one of the business publica- 
tions that I go for every week and 
I think your people in Washington 
are doing a wonderful job of con- 
densing the news on that first page 
as well as detailing what goes on 
throughout the publication. 

H. A. Thompson 

ARTHUR KUDNER, 

INC. 


* 


... receive the publication at home 
and would say it is its own best 
promoter. 
R. C. Sackett 
MacMANUS JOHN & 
ADAMS, INC. 


* 


...enjoy reading your informative 
and newsy publication each week. 


C. G. Fiedler 
McCANN-ERICKSON, 
INC. 

* 


...am a fairly consistent reader of 
The United States News but at 
times miss an issue or so and 
really consider it a favor when I 
receive word calling attention to 
something of special value. 

McKee Thompson 

McCANN-ERICKSON, 

INC. 


* 


... we value your publication very 
highly in this office. 
John Monsarrat, Vice 
President 
PLATT FORBES, INC. 


* 


. . . have always been interested in 
The United States News, dating 
back to the time when your maga- 
zine was published in newspaper 
form. Your publication should be 
congratulated on its splendid prog- 
ress and for its meaty news and 
style of presentation. 

K. E. Shepard 

K. E. SHEPARD AD- 

VERTISING 


* 


...am very conscious of your 
publication which I receive at home. 
. F. King 
WM. B. REMINGTON, 
INC. 


* 


...the book (which I receive at 
home ) has impressed me very much. 
A. M. Orme 
SNOW, BATES & 
ORME, INC. 


* 


... excellent job! 
E. B. Grauer 
RUTHRAUFF & RYAN 


* 


—from mail-ridden 
EDITORS 


... look forward to your publication 
every week and find your coverage 
of the Washington scene particu- 
larly helpful. 
Lester Velie, Business Edi- 
tor 
THE JOURNAL OF 
COMMERCE, N. Y. 


* 


... 1 always lay it aside to be read 
when there’s a lull. 
J. E. Dowd, Editor 
CHARLOTTE (N. C.) 
NEWS 


* 


...read The United States News 
regularly, with the yellow. sheet 
summary and business sections a 
“must.” 
L. R. Blanchard, 
Managing Editor 
ROCHESTER (N. Y.) 
TIMES-UNION 


... most valuable concise source of 
knowledge. 
Lewis W. Bailey, Editor 
DALLAS (TEXAS) 
JOURNAL 


* 


...know of no other publication 

from which as much valuable factual 

information may be obtained. 
Frank Kent 
BALTIMORE (MD.) 
SUN 


* 


... read religiously every week and 
pass it along to our Financial Edi- 
tor. 
Raymond Coll, Editor 
HONOLULU ADVER- 
TISER 


* 


...look it over regularly and read 

it when I have time; keep it on file; 

find it valuable for reference. 
Melville F. Ferguson, 
Editorial Page Editor 
PHILADELPHIA (PA.) 
EVENING BULLETIN 


* 


...scan through it as it goes 
through my office; maintain a file 
of The United States News in our 
library, so it is always available. 
G. B. Heal, Editor 
SALT LAKE CITY 
TRIBUNE 


* 


...read it, not as often as I like, 
but with fair regularity. 
Arthur J. Sinnott, Editor 
NEWARK (N. J.) 
EVENING NEWS 


* 


...the most valuable 

that comes to my desk. 
Walter J. Lyon, 
Managing Editor 
BINGHAMTON (N. Y.) 
SUN 


publicaticn 


* 


...@agerly awaited each week, and 
I read it the first thing Monday 
morning, with special attention to 
the Newsgram. 
Arch W. Jarrell, Editor 
GRAND ISLAND (NEB.) 
DAILY INDEPENDENT 


7 


... The United States News is an 
office favorite, especially in its mag- 
azine format. 

Louis LaCoss 

ST. LOUIS (MO.) 

GLOBE-DEMOCRAT 


* 


... Virtually indispensable. I have 
read it closely from week to week 
for several years. 
Charles V. Stansell, 
Associate Editor 
KANSAS CITY (MO.) 
STAR 


* 


...after reading it myself, it is 
circulated among our telegraph desk 
men who find it rich in background 
material analyses of current situa- 
tions and forecast as to the future. 
For newspapermen it is one of 
the most useful publications avail- 
able. 

Roger Connolly, 

Managing Editor 

NEW HAVEN (CONN.) 

REGISTER 


* 


...read The United States News 

frequently and find it informing. 
Tom Wallace, Editor 
LOUISVILLE (KY .) 
TIMES 


* 


... has been my habit to switch from 
one publication to another every so 
often in order to get different view- 
points, but I confess it would be 
rather difficult to drop The United 
States News. 

Roy F. Bailey, Editor 

SALINA (KAN.) 

JOURNAL 


* 


... condensed summary of the news 
of what the Government is doing 
both enlightening and helpful. 
Frank H. Kelly, 
City Editor 
SPRINGFIELD (MASS.) 
DAILY NEWS 


— 


... very interesting and helpfu! 
H. B. Snyder, Editor 
GARY (iND.) 
POST-TRIBUNE 


* 


...impossible to overstate the use. 
fulness of your magazine. I depend 
on it for the kind of summary of 
events which is necessary to the 
writing of editorials in a daily news. 
paper. 

John M. Storm, 

Associate Editor 

CLEVELAND (OHIO 

NEWS 


* 


...a long way on the road to mak. 
ing ordinarily dull governmen:a] 
news good, interesting reading. 

.y Harris, 

Managing Editor 

ST. PETERSBURG 

(FLA.) TIMES 


* 


...among the reasons for which 
I esteem it, not the least are its 
accuracy and reliability. 
H. E. Newbranch 
OMAHA (NEB.). 
WORLD-HERALD 


* 


...comes on Monday with a wel. 
come condensation of domestic and 
foreign situations. I find the yel- 
low sheet at the front particularly 
helpful, and many of the articles 
you base on special research valu- 
able as the basis for editorial guid- 
ance and comment. 
Karl F. Zeisler, 
. Managing Editor 
MONROE (MICH.) 
EVENING NEWS 


. 


... performs concisely and _intelli- 
gently the function you have plotted 
for it and for those who want tc 
know or those who must know more 
than they can find in the daily prints 
or the average weekly issues. 

R. E. Coon, 

Business Manager 

POUGHKEEPSIE 

(N. Y.) NEW YORKER 


* * * 


NOTE TO ADVERTISERS 


If you have an advertisement 
that you want to put befor 
the important people of 
country quickly do this: 


Have complete plates or 
glossy proofs in our 
Dayton, Ohio office by 
O:15 Friday. Ad will 
coast 


appear coast to 


the very next Monday. 


DANIEL W. ASHLE) 
Idvertisis 
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‘Prepare for Peace’ 
Dodds Tells New 
NIAA Affiliate 


Make Ready Post-War 
Tools, Twin City Group 
Warned 


Minneapolis, Sept. —Forecast- 
ing the numbing effect of the com- 
ing business depression, Richard P. 
Dodds, director of advertising and 
promotion for Truscon Steel 


sale 


Company and NIAA president, told | 


an overflow crowd at the Twin City 
Industrial Advertisers’ Club last 
week that “Preparedness should 
be as sound for a company as for 
a country—for peace as war.”” Mr. 
Dodds’ subject was “Industry can 
write an insurance policy against an 
uncertain future—but will it?” The 
occasion was the chartering of the 


club as a chapter of the National 
Industrial Advertisers Association. 
Current industrial efforts were 
grouped under three heads in Mr. 
Dodd speech: housing, housing 
equipment, weapons and munitions. 
He pointed out that group one, 


housing, would cease its war manu- 
facture far ahead of group three, 
weapons and munitions, and would 
ring with it a depression policy 
parallel. The further a company 
delves into defense manufacture, he 
pointed out, the further it separates 
itself from normal channels, and 
the more difficult it will be to effect 
readjustment later. Business, he be- 
lieves, should now consider its dis- 
tant future and take definite, con- 
structive measures to lessen possible 
inroads of subsequent, and coming, 
depressions. 


Lay Post-War Plans Now 
Primarily, Mr. Dodds’ belief is that 
now is the time to lay post-war 
foundations. If priorities 
ibviate deliveries today, he thinks, 
business should slant its advertising 
along new lines: customers should 
be kept informed as to products, 
prices and deliveries. Brand names 
should be protected—even if their 
present sale is impossible, and the 
consumer should be told absolute 
oncrete facts as to why the product 


} 
Lf 


dusiness 


an't be sold. 
Now is the time, he emphasized, 
to set a house in order. Orders are 


oming in the door with none, or 
t least a minimum of selling. Now, 
then, is the time to produce that 
to redesign direct mail, to 
modernize, to prepare for the day 
vhen salesmanship will once again 
be a prime factor in the mainte- 
nance of business position. 

He asserted that there was a 
fundamental need for far-sighted 
nanagement. Such management, he 
‘id, would include the redesigning 


atalog, 


@ ON JAN. 1, 1941 ST. LOUIS 


KWK WENT EXCLUSIVELY 


MUTUAL- + ASK YOUR RAYMER 


REPRESENTATIVE 10 SHOW 


YOU EVIDENCE THAT KWK 


S.A BETTER BUY THAN EVER. 


of sales materials and tools—if ma- 
terials are available for their manu- 
facture—and have these new instru- 
ments ready to “dust off” for the 
post-war era 

Mr. Dodds presented the charter 
to Lowell Swenson, president of 
William Bros Boiler & Mfg. Com- 
pany and president of the Twin City 
Industrial Advertisers Club. 

Melvin J. Evans, chairman of the 
board of Evans Associates, Chicago, 
addressed the group on “Human 
Engineering” and stressed the im- 
portance of personnel adjustment 
for successful business operation. 


Rambeau Adds WIL 

Station WIL, St. Louis, has named 
William G. Rambeau Company, Chi- 
cago, its representative. 


Photo-Lithographers 
to Meet Sept. 18-20 


Ninth annual convention of the 
National Association of Photo-Litho- 
graphers will be held in Cincinnati, 
Sept. 18-20, at the Netherland 
Plaza. 

Topics to be covered include ad- 
vertising for new business, train- 
ing and directing a sales force, new 
developments by Eastman Kodak 
Company, supplying the industry 
from viewpoints of availability, de- 
livery and cost, and a clinic on 
lithographic precuction 


Appoints H. W. Fairfax 


Wine Cellars, 
O., has appointed H. W. 
New York, as advertising 
George Jellenik, Jr... is 
executive. 


Meier's Silverton, 
Fairfax, 
agency. 
account 


‘Old Eagle Eye’ 
to Sell Pencils 
in Copy Series 


New York, Sept. 11. — Departing 
from the scientific “reason why” 


type of copy and omitting the usual 
picture of its product, Eagle Pencil 
Company launched a new campaign 
for Mikado pencils this week in two 
weekly magazines that will con- 
tinue the rest of the year. 

A new informality is achieved by 
the introduction of “Old Eagle Eye,” 
a philosophical character whose re- 
marks on pencils will feature each 
advertisement. The campaign will 
appear in The Saturday Evening 
Post and Time, column-size copy 


being headed “Old Eagle Eye Says:” 
By keeping selling talk down to a 
minimum, the company hopes to 
build a continuing audience for the 
series. 

A major part of the appeal is to 
companies which buy pencils in 
quantity, and with the exception 
of the first insertion, appealing to 
the school market, all advertise- 
ments will offer a sample pencil if 
requested on a business letterhead 
Albert Frank-Guenther Law is the 
agency. 


KFBI Ups Linton 


Ray Linton, who joined Station 
KFBI, Wichita, as national sales 
manager three months ago, has 


been promoted to general manage) 
in full charge of the station. 


sat es 


The great clipper that 
first winged its way over 
vast oceans, rugged mountains, and dense 
tropical jungle s to South America did far 
more than make an epochal flight. The 
real Significanc e of that Famous First was 
the ope Ning of anew avenue for trade and 
communication, making accessible many 
parts of a vast continent which had been 
almost unreachable. 

Similarly, when Consolidated pioneered 
in producing coated paper at une oated 
paper prices it opened a wide range of 
new Oo pportunities. 


Oousoledaled anti EE, 


AT UNCOATED PAPER PRICES 


The letter of The Goettmann Printing Company (reproduced 
at the left) is typical of many which speak in indisputable 
words of the contribution Consolidated Coated has made to 
the printing industry. 


A 
BRANDS s\ 
AJCTION GLOSS 


C pahee 


ated 


bes 


ND 


The G Homann Printing Ca. 


yoR AND © OMMERCIAL PRINTING 


vecarnoee efF 


ail 


Gata, 


acwieatos sive ° 
, ° we “uw wore 
== Here was a job previously printed saving effected . . . that since this first 
, on expensive enamel . . . a catalog of catalog many of his finest printing jobs 
ar Paper Company 
Censottanted eve ter Power bigs many pages and wide circulation, mak- have gone on Consolidated Coated. 
Wisconsin Rapias 


ing paper an important cost item. . . It 
and an advertiser determined to keep 
printing costs down. 


inevitable that the advan 
tages of using such paper would quick 


was 
Dear Sir: 


Tes oo ly become known to Publishers, Mail 
pri , 1a he _ : : 
ee Oe yen ese ad prea suffice Order Houses, Advertisers, and Print 
porn ct traditional coated papers we or T ; . 
CORRS SOM y : wor an ere too ers. Today in four modern mills in 
ever possi high priced. Almost in desperation the - . 
Wisconsin, Consolidated is producing 
— printer turned to Consolidated Coated, , 1 i 
pon the Pp * . : ve as , tonnage a 1S 
con, 08 with some skepticism due to the wide 2 ri ONRAgE / - 
- ed . vy ° Oon > 7 ff) vi | gv te 
omnes pad difference in the cost of the two sheets. recognized as the greatest single — ad 
teo st Yet the results were so completely in providing finely coated paper at a 
mc s 
tain satisfactory . both from the stand- price every hook pan user Can afford 
7a 
He are point of printing results and the paper to pay. 
’ will f 
tion 
> publ 
Yours very tm Consolidated Coated Papers are stocked and sold hy leading Paper 
& 
: PETTUANN F 7 A Merchants in the important cities throughout the Nation. 
gy Ltyyne ‘ 
ate & ‘“ It will pay you to learn all about them. 
By garl C. Goettmann 
£CG/j= 


CONSOLIDATED WATER POWER & PAPER COMPANY 


MAIN OFFICES SALES OFFICES 
WISCONSIN RAPIDS, WISCONSIN 135 SO. LA SALLE ST., CHICAGO 
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P ostscript to Depressi 


—t* 


An interpretive report especially 
addressed to ‘THE BUSINESS EXECUTIVE 


OT yet has the American business 

executive forgotten that for a 

long, unhappy time our nation 
was afflicted by a mysterious misery 
called The Depression. Lt is impossible 
for the normal adult mind to spend ten 
years grubbing through a post-graduate 
course in Slump and then get total 
amnesia overnight. 

Ours is a nation prideful of its passion 
for knowledge. As The Depression de- 
veloped into a colossal and complex 
ailment exceeding the best expectations 
of the worst pessimist, increasingly we 
clamored for the low-down. And it was 
given unto us—big! 

What the post-graduate course in 
Slump turned out to be was really an 
educational rodeo playing a continuous 
run of 3650 days, not excluding the 
Sabbath Day of rest, presenting an all- 
star galaxy of performers such as 

economists 

wisecrackers and gagmen 
editorial writers 

senators and congressmen 
financial experts 

industrialists 

professors of one thing or an- 
other 

assorted air-wave forum talkers 
and last, but not least, the free- 
roving publicists otherwise 
known as columnists. 

Therefore, it is not strange that the 
memory lingers on. 

It is strange, however, that one 
aspect of The Depression—and a grave 
and nasty aspect--was almost entirely 
neglected by the aforementioned bril- 
liant bevy of analysts, opinionists and 
impressionists. Scant, indeed, was the 
attention they paid to what The De- 
pression was doing to our national 
behavior. And that is our theme. 


THE NEW AMERICAN FRONT 


URING our bogged-down decade 

our country created for itself what 
might be labeled The New American 
Front. Insidiously it grew. Insidiously. 
fungus-like, it fastened itself upon us 
as it became progressively the fashion 
to get sore about something. 

Rich people got sore. 

Poor people got sore. 

Middle-class people got sore. 


* 


Everybody didn’t get sore about the 
same thing at the same time; but The 
Depression offered such a variety of 
things to get sore about that nobody 
dared not get sore about something for 
fear if you didn’t get sore folks would 
think you were quaint and half-witted. 

So all God’s chillun got sore. 

Thus it became the dictate a la mode 
to ejaculate “Aw, nuts!” instead of “Oh, 
its wonderful!” 

To blurt “Boloney!” rather than to 
utter the praiseful phrase “This is all 
to the good!” 

To yawp “It stinks!” in preference to 
“How lovely!” 

Vocalizing in this manner the mucky 
attitude spread from coast to coast. 
Less and less in our land was heard 
the wholesome and buoyant belly-laugh 
of a_ traditionally humor-loving and 
give-and-take people. 

The sneering snicker took over. 

Obviously if a country keeps on re- 
peating “Nuts!” “Boloney!” — and 
“Stink!” enough billion times the repe- 
tition is bound to produce some sort of 
result. 


THE PUNK PAY-OFF 


HILE The New American Front 

was sneaking up on us hardly 
anyone was aware of its gathering power 
of subtle devastation. 

But now we know. 

Now we know that The New Amer- 
ican Front was, after all, nothing pecu- 
liar and original, but only a recurrence 
of an ancient behavior pattern on a 
larger scale and done with modern 
trimmings. 

Throughout the ages its real name 
has never been any other than Cynicism. 

Operating under the guise of The 
New American Front it ran absolutely 
true to form. 

Any time, any place, cynicism is al- 
ways the one-eyed slicker. Always the 
one eye peers and prys around squinting 
for the dirt and the despair. Always 
the other eye wears a blinker to shut 
out the sight of commendable and in- 
spiring human endeavor. 

Always cynicism is both manufac- 
turer and wholesaler. producing and 


distributing the latest models of dis- 
trust, envy and prejudice. Always cyn- 
icism deals in propagandized _half- 
truths and innuendo. All slander is 
good slander as long as you can get 
away with it—thats the cynicism 
motto. 

Now we know. 

We know because events have made 
this our hour of disclosure. This is the 
hour when the America of tomorrow is 
veiled in uncertainty, the suspenseful 
hour of urgent desire and need for 
unity. And seeking unity we encounter 
disunion—the inevitable cash-in of 
cynicism, alias The New American 
Front. 

Now we know’ that the state of a 
nation is related not alone to the state 
of its bank-roll but is as vitally related 
to its state of mind. 

In a human world who can live in 
peace and security if deprived of faith 
in men and their institutions? All 
bankruptcies that dismay us are not 
caused by loss of money. More tragic 
even than financial disaster may be 
the destruction of what we believe in. 
Beliefs, too, are property. They are a 
man’s moral capital, his sustaining 
moral reserve. 

Cynicism is the saboteur of faith. 
Give it enough time and opportunity 
and it will make a Humpty-Dumpty 
out of any nation, whether that nation 
be small or large. 

But now cynicism’s time is up 
hallelujah!—and its trade franchise 
shrinking every day. 

Something is happening in America 
and The New American Front is crum- 
bling and retreating before it. 


AMERICA REDISCOVERS 


S PUBLISHERS of The Chicago 
Daily News we believe that we 
report truly in saying that a change in 
the American mood is profoundly de- 
veloping. We believe that we report 
responsibly and sensitively concerning 
this change of mood as manifested by 
1,250,000 readers, constituting one of 
the most distinct and characteristic 
middle-class groups in the United 
States. 
For at least 18 months the evidence 
has been coming to the editors and the 
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management of our newspaper. By 
mail. By phone. And through the 
medium of personal talks. 

Mounting every hour — working 
hours and after-work hours as well— 
the documentation of this change has 
been ours to witness. And to witness 
with ever deepening respect. 

What has been impressed upon us 
is America rediscovering its Soul. 

And Soul is, of course, very, very 
bad for cynicism. 

But Soul is very. very good for a 
nation. 


THE MAGIC OF COMPASSION 


HEN the World War (Second Edi- 

tion) started it seemed far away. 
We over here were grandstand specta- 
tors seeing the show through the eyes 
of the war-correspondents. 

But with the passing of the months 
the War came closer! It did not come 
any closer to our native shores in the 
form of enemy action, but it kept draw- 
ing closer to our hearts. 

Pictures began to appear in the 
movie news-reels, in = magazines, in 
newspapers, The pictures of dead 
soldiers were saddening: the pictures 
of bombed and burning towns and cities 
were terrifying. But there were other 
pictures—and these were the most 
appalling of all. 

They were pictures of men. women 
and children: innocent and peaceful 
human beings, condemned by War to 
go on living, yet forbidden by War a 
place to live in and a means of liveli- 
hood. 

Refugees all. The home-loving sud- 
denly stricken and made homeless. The 
legion of the dispossessed. The legion 
of the walking dead. 

Looking at the camera portrayals 
America saw them trudging and stum- 
bling along the roads. Roads to where? 
They did not know. Just going. 

Going with the pathetic salvage of 
their household furnishings and = sup- 
plies piled in) hand-carts and horse- 
wagons or basketed on the handle-bars 
of a biceyele. Some with meager hand 
baggage. Some carrying only parcels 
hastily and desperately wrapped with 
paper and string. Some with a fear 
inscribed upon their faces which even 
imperfect: photography could not con- 
ceal. Some so sick and weary that they 
had no longer enough strength to be 
afraid. 

And, along with seeing, America 
heard. By turning a radio dial eager 
voices of the sacrificial mothers of be- 
leaguered Britain came to our ears, 
speaking to their children sent’ thou- 
sands of miles away—-away to safety. 

“How are you, darling” . . . “I'm 
fine, mummie” ... “How are your les- 
sons?” ... “Oh, they are quite good, | 
think” .. . “Father is not here but he 
sends his love”... “Give my love to 
him, too”... “Keep well”... “Yes. 
| shall” . . . “Good-bye, darling” 
“Good-bye. mummie.” 

So was compassion stirred in = mil- 
lions of our hearts until all the stir- 
rings became one single pulse, beat- 
ing in a unison of pity. 


NEW YORK OFFICE: 9 Rockefeller Plaza 


And in the unselfish outgiving of 
our hearts we found something for our- 
selves. 

From our vast sorrow for the home- 
less of the world the meaning of our 
own homes, our own American homes, 
has grown in stature and deepened in 
tenderness. 


WHERE UNITY BEGINS 


N THIS renaissance of home-devo- 

tion we are doing another kind of 
bookkeeping. No longer are the habi- 
tations to which we hold title merely 
a list of physical assets. Today we are 
taking spiritual inventory of our home- 
life. 

Vital and precious to us now is our 
regard for our home-blessings here in 
this land. We see them through a 
clearing vision and feel them with a 
cleansed and intensified emotion. 

Revealed to us is the American home 
as the nesting-ground existing not alone 
for the rearing of the new-born, but 
dedicated also to the nurture of de- 
ceney and gentleness of manner: to the 
fostering of the dignity of the human 
individual: to the inspiration of ideal- 
isms and patriotism. 

Thus, in our love of home, has our 
nation found common agreement, a 
hearthstone of understanding that all 
may share. Are there conflicts between 
Capital and Labor? Are there dis- 
putes between Republicans and Demo- 
crats? Are there separations between 
Catholic. Jew and Protestant? 

No, not on this one issue, not on this 
matter of love of home. Before this 
love all stand equal, and expressing this 
love all are equally eloquent. For this 
love of home all pledge themselves to 
the homeland of America in the larger 
and all-embracing loyalty. 

Here is unity. And it is sweet and 
beautiful and strong. And it is grim 
and solemn, too, in its resolution to 
defend its priceless order and privileges 
against any attacking hand. 


THE DAYS AHEAD FOR THE 
BUSINESS EXECUTIVE 


HE days ahead for the business ex- 
ecutive will be nagging days. be- 
wildering days and days that will take 
exorbitant toll of a man’s energies. 
Converting the U.S. A. from a peace- 
time going concern to a war-time going 
concern cannot be other than a painful 
operation. The U.S. A. is too big and 
too varied in its activities and interests 
to make massive and complicated ad- 
justments with the greatest of ease like 
the man on the flying trapeze. 


But the business executive will ae- 
complish the job, despite the terrific 
brain-strain he will suffer and the 
ravages to his nervous system—and 
maybe stomach ulcers into the bargain. 

We make this assertion confidently 
because we have seen him do it before. 

The Chicago Daily News is now in 
its OSth year of continuous publication, 
a span that has lived through other de- 
pressions and other wars. And always, 
enduring these adversities, private busi- 
ness ownership and private business 
management has shouldered new  re- 
sponsibilities, faced new problems real- 
istically, developed new solutions — and 
progressed, 

On the record of the past we have 
faith, with no reservation whatever. 
that the business executive will earry 
on that courageous record, writing still 
another chapter of competence, imag- 
ination, resourcefulness, bold heroic 
achievement. 

Unquestionably every day of the 
days ahead will bring some sort of 
crisis to the business executive's desk. 
Some of these crises will be pee-wee 5 
others will be of more bothersome 
dimension: still others will be Al tough 

when the entire brain-crew of a Com- 
pany can't seem to seratch up any 
answers in the first huddle. 

But no matter how giddy and seram- 
bled the American business scene may 
appear there will remain some fixed 
factors to depend upon. 

In Chicago particularly, The Chi- 
cago Daily News is a fixed factor pro- 
ducing maximum results for advertisers 
per dollar of expenditure, For three 
generations, The Chicago Daily News 
has been examined, accepted, approved 
and selected by the same character of 
families representing a home-reading 
community without duplicate in the 
Chicago metropolitan market area. No 
duplicate either in any other Chicago 
newspaper or any combination of Chi- 
cago newspapers. 

For 65 years the clean and decent 
and independent editorial policy of 
the Daily News has not changed. For 
65 years the typical Daily News audi- 
ence has not changed. 

Stability substantiality confi- 
dence—these are the elements and 
qualities which establish and perpetu- 
ate the fixed factor value. 

The Chicago Daily News now has the 
highest cireulation in its history. Home 
and family cireulation. Evening cireu- 
lation. Preferred circulation for the 
advertiser because the Daily News read- 
CTs Possess the eagerness to buy. the 
means to buy and the need to buy to 
maintain their superior standard = of 
living. 


THE CHICAGO DAILY NEWS 


The Newspaper of First Importance 


In the Important Chicago Market 


... with a Home Circulation of 465,000 . . . more than 1,250,000 Readers 


DETROIT OFFICE: 7-218 General Motors Bldg. 


SAN FRANCISCO OFFICE: Hobart Bldg. 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
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Competitor Couldn't 
Resist This One 


To the Editor: I hate to give all 
this notoriety to a competitor, but 
the attached neat bit of juxtaposi- 
tion was accomplished by the Los 
Angeles Evening Herald and Ex- 
press with one of its own classified 
promotion advertisements and an 
ad of the Union Bank and Trust 
Company of Los Angeles. Identical 
in size, the two advertisements 
faced each other from opposite 
inside corners of the financial sec- 
tion, with nothing but the gutter in 
between. 

Incidentally, we also make loans. 

IRVIN BORDERS, 

Advertising Manager, Citizens 

National Trust & Savings Bank 

of Los Angeles. 


, F F 


Electric Sign Levy 
Still Stands 


To the Editor: I have been read- 
ing with interest the very excellent 
accounts you have been carrying on 
the proposed taxes on advertising 
in the revenue bill H.R. 5417. Be- 
cause, however, there has been a 
great deal of confusion about the 
matter, I should like to point out 
an error appearing in your Issue of 
Sept. 1 

In the article on Page 1 of that 
issue you state that the Senate 
finance committee amended 
the electric sign levy to exempt 
signs advertising trade names.” 

That is incorrect. If you will 
examine Page 91 of H.R. 5417 a 
reported out by the Senate com- 
mittee on finance—the copy of the 
bill marked Calendar No. 703—you 
will see that the tax on “neon-tub 
signs, electric signs and 
advertising devices” is still ten per- 
centum. It should be 
that this is a manufacturer's 
tax, not a tax on signs already in 
use. 

I believe the confusion 
because the Senate committee 
amended paragraph 6 which imme 
diately follows the electric sign tax 
but deals with business and _ store 
machines. The amendment was 
merely a technical one to take out 
so-called trade names—in_ reality 
trade marks—these being “Comp- 
tometers” and “Dictaphone.” In 
their place they put in descriptive 
terms. 


“also 


electric 


remembered 
excise 


arose 


G. S. McMILLan, 
Secretary, Association of Na- 
tional Advertisers, New York 
v v v 


Urges Collective 


Defense of Advertising 

To the Editor: The letter of 
Claude Schaffner in your Sept. 1 
issue has touched off a spark of 
thought that has been smoldering 
in my mind for several years. For 
a long time we have shared Mr. 
Schaffner’s conviction that 
tising agencies and others connected 
with the profession of advertising, 


adver- 


have done and are doing a poore! 
job of selling their own commodi- 
ties and than they are 
doing for any of their clients 
Maybe it simply proves the old 
adage that the “shoemaker's chil- 
dren go barefoot.” Most of your 
readers, however, will find it diffi- 
cult to think of half a dozen 
advertising agencies from the sev- 
eral hundred that are existing in 
this country who are doing an out- 
standing enough job of advertising 
tne 


services 


own services to be remem- 
bered. 

At various times we have 
different advertising agencies’ exec- 
utives why this was true and why 
they didn't do a better job of selling 
their own services. We have actu- 
ally been so brutal as to ask them 
how they expected to sell then 
ability to market their clients’ com- 


asked 


modities or services, when they did 
not believe sufficiently in advertis- 
to utilize this same power in 


own behalf We have 


nevel 


Voice of the 


This department is a reader’s forum. 
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Two ads with but a single thought which 
were neighbors in the Los Angeles Even- 
ing Herald and Express. 


received a 
date. 

It would be nice if we could think 
that the alibi is that “they are too 
busy.” It is hard to reconcile this 
alibi with the fact that the mor- 
tality rate in advertising agencies is 
probably as high as any other in- 
dustry or profession, 

Possibly a truer reason for this 


satisfactory answer to 


self-neglect has been the fact that 
agencies and others in the adver- 
tising have found the 
pickings so easy that this effort was 
We might even draw 


profession 


not required 
an analogy between the advertising 
industry and the automotive indus- 
wy 

The latter (and its allied indus- 
try, the petroleum industry) now 
find themselves taxed way beyond 
any equitable point when compared 
with other commodities that are no 
more of a necessity than an auto- 
mobile and gasoline Probably the 
reason for this is that for years the 
automobile afforded an easy “goat” 
for the tax-hungry politicians to 
hang on constantly increasing taxes 
No doubt, any sta- 

would 
sented these taxes and would have 
fought from the beginning. 
But the automobile industry was 
expanding so fast, and their market 
Was pyramiding at such a rate, that 
no matter how high the taxes grew, 
their production and profits kept 
way ahead, and they did not foresee 
the time 
would no longer be a “rich man’s 
toy,” but would become as much a 
necessity of American industry and 
the American way of life as are a 
salesman’s shoes and his clothing 

Now it doesn’t make any differ- 
ence whether they realize this or 
not; the taxation which should have 
been nipped in the bud years ago 
has firmly imbedded roots and will 
be hard to cut out, 

It is our candid belief that the 
advertising industry has 
busy with the steadily increasing 
budgets that it also has failed to 
heed warnings that have’ been 
sounded for years by various vocif- 
erous, but highly minor, groups of 
opponents to advertising 

Even the greenest of account 
executives can rattle off a string 
of remarkable results obtained by 
advertising for different 
tive or association advertising cam- 
paigns, such as the California Fruit 
Growers, the California Chain 
Stores and others In 
fact, we believe that in certain 
cases the advertising agencies have 
sponsored organizations in variou 
trade groups for the purpose of 
presenting a united = advertising 
front So it is nothing new to the 
idvertising fraternity; it is simply 
that what was necessary for others 


of every sort 


bilized industry have re- 


them 


when the automobile 


been so 


coopera- 


scores of 


did not seem to be necessary fo 
them 

It is fai 
this present moment But, as Mr. 
Schaffner points out, if any good is 
to be accomplished it will require 
the entire advertising 
and the allied arts getting togethe 
rather than 


from too late, even at 


profession 
ind doing something 
eacn speakel 
other in sounding a warning, which 
is much sound and fury followed 
by nothing 


Why don’t some of the “warning 


os ts = vit ge ; 


Advertiser 


Letters are welcome. 


trying to outdo the 


sounders” and “drum beaters” start 
an association for collective defense 
of advertising by advertising” 
Louts H. BRENDEL, 
Manager, Jobber Relations, 
Manning, Maxwell & Moore, 
Inc., Bridgeport, Conn. 


v v v 
Explains How to Smoke 
Cigaret in a Kyak 

To the Editor: For the enlighten- 
ment of Lorin Myers at WSB, At- 
lanta, and of any other land-locked 
readers, may I briefly outline the 
procedure for getting-the-full-en- 
joyment - of -the - Turkish - and - 
domestic - tobaccos - blended - into- 
the - satisfaction - of -a - Chester- 
field - while - cruising - in - a - 
kyak? (Voice of the Advertiser, 
Aug. 25 issue.) 

First, stance, or “sittance” is im- 
portant. Recommended is_ the 
“tailor fashion” posture. One may 
face bow or stern, as it really 
doesn’t matter in a kyak. Next, if 
balance is found to be a bit diffi- 
cult, stuff a couple of Dale Nichols’ 
letters against Sexhibition “tween 
the thwarts for ballast 

Then, place the double - blade 
paddle thwarts, have out 
with the Chesterfield and matches, 
light up and puff and paddle away 
to your heart’s content! 

Perhaps Mr. Myers and. othe 
novices would do well to practice 
the procedure wash 
tub or other confining vessel until 
they have faith in their prowess. 
There's nothing to it, actually. You 
should see the kids kavorting in 


"cross 


sitting in a 


their kyaks at Virginia Beach, Va 
and they don’t even smoke! 
Ricuarp B. Atmy, 
Baltimore, Md. 
v v v 
Oregon Speaks 
To the Edito: Thought you 
might like to hear from Oregon 
occasionally Am enclosing — this 


because it 


. “B19 
> DOWN! 


Bogs A Share In America 


— Here's What You Get ! 


tear sheet of local ad 


— 
a 


Cradal Jomadors 


is just a little different than every 
day run. Enjoy every issue of your 
paper and would feel behind the 
times without it 
A. R. TRIPLETT, 
Advertising, Klamath Falls, 
Ore 


: -:9 
Publisher's First 
Duty to Readers 

To the Editor 
side to the question of advertising 
and publicity that you did not covet 
in your editorial, “Is Free Pub- 
licity a Racket?” 

How about the many publications 


There is another 


who chart editorial space with one 
eve on their advertising contracts” 
If it's news when an advertiser does 
it why isn’t it news when a non- 
advertiser does the same thing 
only bigger and better? 

If the same group of publishers 
who discussed the dangers of “free 


publicity” would draw up = non- 
aggression pacts between then 
advertising and editorial depart- 
ments more general good would 
result 


The reader suffers considerably 
when editorial space is com- 
mandeered to puff the advertiser 
than he does when the publicity 
man throws advertising past the 
wise old editor with a news curve 


more 


And we have always believed that 
the publisher’s first duty was to his 
readers. 
F. BLAKE Cox, 
Director of Publicity and Sales 
Promotion, W. B. Conkey Com- 
pany, Hammond, Ind. 


v v v 


Humping for a Purpose 

To the Editor: That amazingly 
active young gentleman gracing the 
Buckley, Dement ad in your Aug. 
11 issue is “humping” for a pur- 
pose... 

I think your “Getting Personal” 
column should know that early in 
September he’s going to be the 
father of what he claims will be a 
bouncing baby boy. 

How he KNOWS it’ll be a boy is 
a mystery, but all of his customers 
(including this one) are holding 
their breaths with fear and trepida- 
tion of what 6’ 4'2" Bob Wolfe will 
do in case his analysis of the situa- 
tion goes wrong! 

I certainly think this nerve- 
wracked, expectant father deserves 


— 


mention in your column. 
L. B. PAMBRUN, 

Manager, Radio Sales Promo- 

tion, The Crosley Corporation 

Cincinnati. 

{[Editor’s Note: Mr. Pambrun’s 
comments are occasioned by a pic- 
ture of Bob Wolfe, Buckley, De- 
ment contact man, striding pur- 
posefully down the street and thus 
supplying the theme for the Buck! 
Dement ad in our Aug. 11 issu 


eee 
FINER PLATES 
from Kodachrome .. . 
. .. are a certainty when the 
artwork is a CHROMART Print 
instead of the Kodachrome itself 
Platemakers can use their usual 
time-tested methods with flat. 
copy. And the CHROMART from 
Kodachrome can be displayed 
for O.K’s, retouched. Prices start 
at $38. Write us! 
Photochrome, 837 N. Fairfax, Holly wood 
“Overnight by Plane” 
TENS SRS 
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20.000 WATTS 
(CLEAR CHANNEL) 


The greatest selling POWER in the South's greatest city 
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SERVICE ADVERTISING ? 


A New Copy Approach 
for Advertisers ina 


SELLER’S MARKET 


What is the big problem that is facing advertisers today? 
What can they do to offset material supply shortages? What 
is advertising’s position in a war economy? How will hotels 
and restaurants be affected by shortages in supplies? By 
rising prices? 


HOW TO ADVERTISE AND SELL 
TO HOTELS AND RESTAURANTS 


What have some advertisers already done to advertise 
under oversold conditions? 
men? 


How are they using idle sales- 
What can they do for buyers to keep their good will? 
How can they service accounts without products to sell? 


What are the latest figures on the hotel and restaurant 
markets? How many hotels? How many restaurants? How 
many units do the greatest volume of business? Where are 
the important hotel and restaurant business areas? 


It's a big order to answer those You'll tind the 
booklet “Hlow To Advertise and Sell To 
Hotels and Restaurants.” But even this synopsis doesn’t begin 


to indicate the scope of the book, 


questions, 
answers ino our new 


Here is a publisher's promotion piece that sets a new prec 
dent: Believe it or not, it doesn’t say a word about his magazines 
There are 36 pages of facts—-hard boiled facts that vou need 
to write copy and make ads under today’s conditions. No cir 
culation figures, lineage statements. 


comparisons, competitive 


In writing this book, our sole objective has been to give manu 
facturers of hotel and restaurant equipment and supplies the 
henefit of our twenty years of publishing and our experience 
with the sales, advertising and marketing problems of hundreds 
of concerns selling to these fields. 

Pre-conceived ideas about how to advertise are passe these 
The old order is changing rapidly. 
of advertising that is looming on the 
that will silence its critics. 


days. There's a new type 


horizon . advertising 


That new type of advertising is what we have dubbed 
“SERVICE ADVERTISING.” What it is, how to use it, 
what it will do for you in selling hotels and restaurants .. . 
you'll find the answers in “How ‘To Advertise and Sell ‘To 
Hotels and Restaurants.” 


Tn White dt ake vy. "l 
don’t know WHAT to advertise” 


AHRENS PUBLISHING COMPANY 
Hotel Management « Restaurant Management 
Hotel World Review 


NEW YORK CHICAGO 


Holel Mortd Qevtiew 
©0 at; Miata nth 


ofan 
O.: 


Send for your Free copy today! 


SIX CHAPTERS OF DOWN-TO-EARTH SALES AND MARKETING 


1. Introduction—What will hotels and restaurants face dur- 
ing the next few years? What is the position of the 


DATA..'. 
36 PAGES. 


selling hotels and restaurants. Five different types of 


3. 


advertiser in these markets in relation to delivery of 
goods? 


Current Conditions—How healthy is the industry today? 
Is it making money? What factors are influencing the 
sharply rising sales trend? 


Markets—What is the actual size of these markets? How 
many hotels? How many restaurants? Which group 
does the lion's share of the business? A complete check 
list of all types of institutions with market figures for each. 


. 
5. 


departmental organization set-ups. Complete data on 
methods of distribution to the field. Sales problems that 
have to be met. 


What Do Buyers Want To Know—Results of a year-long 
check up of buyer's likes and dislikes about advertising 
in Hotel Management and Restaurant Management. Ad 
illustrations with quoted comments. 


Advertising Under Oversold Conditions—The big chap- 
ter in the book. Gives suggestions for advertising even 
though the advertiser can't guarantee delivery of goods. 


OF FACTS 


You need this book now 


SEND FOR IT TODAY 


Ahrens Publishing Co. 
71 Vanderbilt Avenue, New York City. 


Please send me ‘How to Advertise’ 


Gives examples of what others have been doing in the Name f: 
4, Sales Department—How to set up a department for field. Company Ag 
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ADVERTISING AGE 


September 15, 1941 


=. 


"POPULATION 


ais40 U. 8. Census) 


(Gs 


FOOD SALES 


(1939 U. 8. Census of Distribution) 


(000 Omitted) 


4 1. New York, N. Y 7,454,995 1. New York, N. ¥ $564,670 
: 2. Chicago, I -cunne 396,808 2. Chicago, II 268,961 

3%. Philadelphia, Pa 1,931,334 3. Philadel; a 

4. Detroit, Mich 1,623,452 4. Los Angeles, Cal 

5. Los Angeles, Cal 1,504,277 5. Detroit, Mich 

6. Cleveland, Ohio —-— 878,336 6. Cleveland, Ohio 

7. Baltimore, Md 859,100 7. Baltimor 

8 St. Louis, Mo ~. $16,048 & toston 

$s Boston, Mass wee 470,816 9 Washingt 6 

Pittsburgh, Pa i San Francisco, Cal 


Washington, D. C 
San Francisco, Cal. 


Milwaukee, Wis 13. Milwauke Wis 
Buffalo, N. Y i4 Buffalo ™ : 
New Orleans, La 15. Minneapolis, Minn 
Minneapolis, Minn 16. Cincinnati, Ohio 
Cincinnati, Ohio 17. Newark, N. J 


18. Oakland, Cal 
Rochester, N. Y 
Seattle 
Houston, Tex 
Kansas City, Mo 
Portland, Ore 

St. Paul, Minn 


Newark, N. J 
Kansas City, Mo 
Indianapolis, Ind 
Houston, Tex 
Seattle, Wash 
Rochester, N. Y 
Denver, Colo 


Louisville, Ky 25. Columbus, Ohio 
Columbus, Ohio 26. Indianapolis, Ind 
Portiand, Ore 27. Jersey City, N. J 
Atlanta, Ga 28 Denver, Colo 


29. New Orlean La 

30. Toledo, Ohio 

31 Louisville, Ky 

2 Providence, R. 1 

33. Dallas, Tex. . 

34. Akron, Ohio “ 
5. Atlanta, Ga 

36. Syracuse, N. Y¥ 

47. Worcester, Mass 

38 Omaha, Neb 

39. Dayton, Ohio 

40. Hartford, Conn 

41. Memphis, 
42. Richmond, Va 

43. Yonkers, N. Y 

“ San Antonio, Tex 
Diego, Cal 


29. Oakland, Cal 

30 Jersey City, N. J 
31. Dallas, Tex 

32. Memphis, Tenn 
33. St. Paul, Minn 
%. Toledo, Ohio 

35. Birmingham, Ala 
36. San Antonio, Tex 
37. Providence, R. I 
38. Akron, Ohio . 

19. Omaha, Neb 

40. Dayton, Ohio 

41. Syracuse, N. Y 
42. Oklahoma City, Okla, 
43 San Diego, Cal 
44. Worcester, Mass 
45. Richmond, Va 


46. Fort Worth, Tex 177,662 46. Springfield, Mass 

47 Jacksonville, Fla 173,065 47. Paterson, N. J 

48. Miami, Fla 172,172 48. Long Beach, Cal 

49. Youngstown, Ohio 167,720 49. Albany, N. Y¥ 

50. Nashville, Tenn 167,402 50, Bridgeport, Conn 

$1 Hartford, Conn 166,267 9 | New Haven, Conn 

$2. Grand Rapids, Mich 164,292 52. Trenton, N. J 

63. Long Beach, Cal 164,271 53. Youngstown, Ohio 

54. New Haven, Conn 160,605 44. Birmingham, Ala 

65. Des Moines, lowa 159,819 5. Miami, Fla 

66. Flint, Mich 151,543 6. Grand Rapids, Mich 

57. Salt Lake City, Utah 149,934 97 Flint, Mich 

68. Springfield, Mass 149,554 8. Wilmington, Del 

69. Bridgeport, Conn 147,121 59. Nashville, * 

60. Norfolk, Va 144,332 60, Sacramento 

61. Yonkers, N. Y 142,59" 61. Fort Worth, Tex 

62. Tulsa, Okla 142,157 62. Seranton, Pa 

63. Scranton, Pa . 140,404 63. Jacksonville, Fla 

64. Paterson, N. J 139,656 64. Oklahoma City, Okla 

65. Albany, N. Y 130,577 65. Des Moines, la 

66. Chattanooga, Tenn 128,163 06 Headin I’a 

67. Trenton, N. . 124,697 67 Salt Lake City, Utah 

68 Spokane, Wash 122,001 68 Norfolk, Va 

69 Kansas City, Kan 121,455 oo Lynn, Ma 

70. Fort Wayne, Ind 118,410 ro) Elizabeth, N. J 

1 N. J 117,536 71. Camden, N. J 

12 116,955 72. Spokane, Wash 

73. River, Mass 115,428 73. Peoria, 1 

74. Wichita, Kan 114,966 74. Lowell, Mass 

75. Wilmington, Del 112,504 76. Chattanooga, Tenn 

76. Gary, Ind 111,719 76. Pasadena, Cal 

77. Knoxville, Tenn 111,580 77. Canton, Ohio 

78. R ling, Pa 110,568 78 Duluth, Minn 

79. New Bedford, Mass 110,343 79. Utica, N. ¥ 

80. Elizabeth, N 109,912 80. New Bedford, Mass 

$1. Tacoma, Wash 109,408 S81. Tacoma, Wash 

82. Canton, Ohio 108,401 82. Glendale, Cal 

83. Tampa, Fla 108,391 &3. Schenectady, N. Y 

84. Sacramento, Cal 105,958 4. Quincy, Mass 

85. Peoria, Il 105,087 S56. Fall River, Mass 

86. Lowell, Mass 101,389 86. Erie, Pa ,139 
87. South Bend, Ind 101,268 87. Mt. Vernon, N. ¥ 11,724 
88. Duluth, Minn 101,065 8. Tulsa, Okla 11,675 
89. Charlotte, N. C. 100,899 89. Fort Wayne, Ind 11,306 
90. Utica, N. Y 100,518 9%. Waterbury, Conn . 11,306 
91. Waterbury, Conn 99,314 %1. Allentown, Pa 

92. Shreveport, La 98,167 92. Knoxville, Tenn 

93. Lynn, Mass 98,123 93. Berkeley, Cal. 

4. Evansville, Ind 97,062 4. Atlantic City, N. J 

95. Allentown, Pa 96,904 95. Wichita, Kan 

96. El Paso, Tex 96,810 9%. Portland, Me 

97. Savannah, Ga 95,996 97. Manchester, N. H.. 

98. Little Rock, Ark 88,039 98. Evanston, Il 

99. Austin, Tex 87,930 99. South Bend, Ind 

100. Schenectady, N. Y 87,549 100. Altoona, Pa 9, 
101. Wilkes-Barre, Pa 86,236 101, Fresno, Cal. .... " % 
102. Berkeley, Cal 85,547 102. San Jose, Cal 9,66 
103. Rockford, 1 84,637 103. Harrisburg, Pa 9.6 
104. Lawrence, Mass 84,323 104, Gary, Ind . 9.5 
105. Harrisburg, Pa 83,593 105. Lawrence, Masa 9.5 
106. Saginaw, Mich $2,794 106. Kansas City, Kan 9,506 
107. Glendale, Cal 82,582 107. Niagara Falls, N. Y 9,437 
108. Sioux City, lowa 82,364 108. Wilkes-Barre, Pa 9,380 
108. Lincoln, Neb 81,984 109. Rockford, Ill 9,373 
110. Pasadena, Cal 81,864 110. Binghamton, N. Y. 9,298 
ill. Altoona, Pa 80,214 111. Troy, N. Y. . 9,132 
112. Winston-Salem, N. C 79,815 112. Passaic, N. J. 9,110 
113. Bayonne, N. J 79,198 113. Madison, Wis 9,105 
114. Huntington, W. Va 78,836 114. Savannah, Ga. . — 9,085 
115. Lansing, Mich 78.753 115. Evansville, Ind 9,069 
116. Mobile, Ala 78,720 116. McKeesport, Pa. 9,052 
117. Binghamton, N. Y¥ 78,309 117. Lansing, Mich 8,939 
118. Montgomery, Ala 78,084 118. Pawtucket, R. I 8,616 
119. Niagara Falls, N. ¥ 78,029 119. Union City, N. J. . 8,816 
120. Manchester, N. H 77,685 120. Charleston, W. Va 8,533 
121. Quincy, Mass 76,810 121. New Rochelle, N. Y¥ 8.511 
122. Pawtucket, R. I 75,797 122. Racine, Wis 8,470 
123. St. Joseph, Mo 76,711 i2 Springfield, Ohio . 8,406 
124. E. St. Louls, I .. 75,609 124. Lincoln, Neb 8,301 
126. Springfield, I. . 75,603 125. Springfie 8,289 
12 Portland, Me — 73,643 126. Austin, 8,264 
127. Charleston, 8. C. . 71,275 127. Shreveport, La. ... 8,130 
128. Springfield, Ohio ..... 70,662 128. Seginaw, Mich 8,048 
129. Troy, N. Y = 70,304 129. Bayonne, N. J 8,034 
130. Hammond, Ind 70,184 130. Stockton, Cal : 7,880 
131. Roanoke, Va 69,287 131. Tampa, Fla. 7,865 
132. New Britain, Conn 68,685 132. Sioux City, lowa 7.819 
133. San Jose, Cal 68,457 133. Brockton, Mass 7.788 
134. Charleston, W. Va 67,914 134. Pontiac, Mich 7,643 
135. Topeka, Kan 67,833 135. Charlotte, N. C 7,642 
136. Madison, Wis 67,447 136. Malden, Mass 7,497 
137. Mt. Vernon, N. Y 67,362 137. Hoboken, N. J 7,266 
138. Racine, Wis 67,195 138; Chester, Pa 7,278 
139. Johnstown, Pa. ... 66,665 139. Topeka, Kan 7,249 
140. Pontiac, Mich 66,626 140. Santa Monica, Cal 7,242 
141. Davenport, lowa 66.039 141. Kalamazoo, Mich 7,204 
142. Augusta, Ga 65,919 142. Terre Haute, Ind 7,146 
143. PHOENIX, ARIZONA 66,414 143. Roanoke, Va 7117 
144. Evanston, M1. 144. Davenport, Ia 7,091 
145 Atlantic City, N. J. 145. Johnstown, Pa 7.085 
146. Terre Haute, Ind 146. Wheeling, W. Va 7.044 
147. Columbia, 8. C M47. Bethlehem, Pa 6.943 


148. El Paso, Tex 
149. Little Rock, Ark 
150. Hammond, Ind 
151. Lancaster 


148. Brockton, Mase 

149. Cedar Rapids, lowa 
160. Jackson, Miss 

151 Passaic, N. J 

152. Lancaster, Pa 


METROPOLITAN POPULATION 


(1940 U. S. Census) 


1 New York, N. Y¥ 
2. Chicago, II 

3. Los Angeles, Cal 
i Philadelphia, Pa 
5. Boston, Mass 
Mich 
Pittsburgh, Pa 


4 Detroit 


& Sean Fran.-Oak., Cal 
J 


St. Louis, Mo 
10, Cleveland, Ohio 
i Baltimore, Md 
12. Minn.-St 


i4 Duffalo-Niag., N. Y¥ 
15. Milwaukee, Wis 

16 Cincinnati, Ohio 

17 Providence, RK 

is Kansas City, Mo 

19 Sceran, -Wilke B Ta 
2 New Orlean La 

31 Houston, Tex 

22. Hartf'd-N. Brit., Conn 
23 Indianapolis, Ind 

4 Seattle, Wash 

2 

27 N. ¥ 
45 

29 


s Birmingham, Ala 
; Portland, Ore 


2 Spr'f'd-Holyoke, Mas« 


43 Denver, Colo 


3 Dallas, Tex 
45 Youngstown, Ohto 
36. Columbus, Ohio 


$7 Akron, Ohio 
+8 Toledo, Ohio 


39. Low-Law-Hav'l, Mass 


“ Memphis, Tenn 
41 Allt'n-Beth-E't'n, 
42. Nor-Ptsmth-N 
43 San Antonio, 


“1 New Haven, Conn 


45. Worcester, Mass 
46. Oakland, Cal 

i7 Jersey City, N. J 
4s. St. Paul, Minn 


49. Omaha-Council Blufts 
Fall K'r-N. Bid, Mase 


Dayton, Ohlo 

Syracuse, N 

o3 San Diego, Cal 
‘ Miami, Fla 

55. Richmond, Va 
56 Nashville, * 
7 Oklahoma City 
”s Liridgeport, Conn 


59. Grand Rapids, Mich 


60, Tampa-St. Utbe, Fla 
él Fort Worth, Tex 
62 Salt Lake City, Utah 


63 Canton, Ohio 
4 Trenton, N. J 
65. Utica-Rome, N. ¥ 
ue Wheeling, W. Va 
67 Juck 
6s. Chattano 


onville, Fla 


69. Wilmington, Del 
7 Tulsa, Okla 

71 Flint, Mich 

72 Des Moine la 
3 Keading, 1 


75. Harrisburg, la 

H Huntgn-Ashland 
7. Long Beach, Cal 
s Peoria, Il 

, Sacramento, Cal 
st Duluth-Super 
Si Tacoma, Wash 


82. Saginaw-B. City, Mich 


s3 Knoxville, Tenn 
“4 Johnstown, Pa 


5 South Bend, Ind 
SO Binchampton, N 
87. Waterbury, Conn 
aS Yonker N. ¥ 

89. Evansville, Ind 
%, Spokane, Wash 
91 Paterson, N 


g2 eaumont-P. A., " 


93. Charleston, W. Va 
” Racine-Kenosha, Wi 


95 Fort Wayne, Ind 
%. Erie, Da 
Lancaster, Pa 
9S San Jose, Cal 
99. Wichita, Kan 
100 Little Rock Ark 


101. PHOENIX, ARIZONA 


Paul, Minn 
1 Washington, Db. C 


‘a 
i Dav'p’t-K. Isl. -Moline 


or, Minn 


TELEPHONES 
(Editor and Publisher 1941 
Market Guide) 


New York, N. Y 1,623,348 
Chicago, Il 997,174 
Los Angeles, Cal °477,032 


Philadelphia, Pa. ...... 438,105 
Detroit, Mich ae 372 
Washington, D. C 
Pittsburgh, Pa. . 

St. Louis, Mo. . 
Boston, Mass 

10. Cleveland, Ohio. 

il. taltimore, Md 

12. Cincinnati, Ohio 

13. San Francisco, Cal... 
14. Minneapolis, Minn 

5. Milwaukee, Wis 

16. Kansas City, Mo 

17. Oakland, Cal 

18. Denver, Colo 

19. Seattle, Wash 

20. Portland, Ore 

21 Hartford, Conn 

22. Dallas, Tex 

Newark, N. J 
Rochester, N. Y 
Buffalo, N. Y 
Indianapolis, Ind 
Atlanta, Ga 
Columbus, Ohio 

St. Paul, Minn 
Houston, Tex 

Omaha, Neb 

Miami, Fla 

Toledo, Ohio 

44. Akron, Ohio 

35. Memphis, Tenn 

36. Oklahoma City, Okla 
37. Dayton, Ohio mee 
38. Richmond, Va 

39. Des Moines, la 

40. Birmingham, Ala 

41. New Orleans, La 

42. Louisville, Ky 

43, Tulsa, Okla 

44. Springfield, Mass 

45. San Diego, Cal 

46. Syracuse, N 

47. Worcester, Mass, 
48. Albany, N. Y 

49. Nashville, Tenn. ........ 
50. Long Beach, Cal. . . 
51. Grand Rapids, Mich 
52. Pasadena, Cal 


CRAM HS wnw 


® 
SHZARM Swe 


$2 Ge G2 & te te fe te te bo te 


een 


53. Salt Lake City, Utah. 
54. Jersey City, N. J 

55 Sacramento, Cal 

56. San Antonio, Tex 

57. Youngstown, Ohio 

58. Spokane, Wash 

59. Fort Wayne, Ind 


60. Harrisburg, Pa 
61. Berkeley, Cal 

62 Atlantic City, N. J.. 
63. Bridgeport, Conn 
64. New Haven, Conn 
5. Flint, Mich 

66. Providence, R. L. 
67. Reading, Pa 

68. Lancaster, Pa 

69. Fort Worth, Tex 
70 Jacksonville, Fla 
71 Peoria, Il 


75. Wilmington, Del 
76. Tacoma, Wash 

77. Schenectady, N. Y 
78. San Jose, Cal 

79. Lincoln, Neb 

80. Seranton, Pa 

S11. Duluth, Minn 

82. Chattanooga, Tenn 
83. Paterson, N. J. . 
M4. Knoxville, Tenn 
85. Trenton, N. J 

86. Shreveport, La 


87. Fresno, Cal wwe 25,134 
88. Binghamton, N. Y. 25,125 
89. Canton, Ohio 24 
9). Little Rock, Ark. . 24, 
91 Lynn, Ma 24, 
92. Erie, Pa 23 
93. Union City, N. J *23, 
94. Charlotte, N. C 23, 


97. Austin, Tex . 
9S Springfield, Il 
99. PHOENLX, ARIZONA 


BANK DEPOSITS 
(Editor and Publisher 1941 
Market Guide) 


(000 omitted) 
NFA 


INCOME TAX RETURNS 


(Edito 


r and Publisher 1941 
Market Guide) 


ELECTRICAL CONNEC TIONS 


“Ss eet Se 


itor and Publish: 
Market Guide 


New York, N. y 
Chicago, Il 

Los Angeles, Ca 
Detroit, Mich 
Philadelphia, Pa 
Pittsburgh, Pa 
Cleveland, Ohio 
Baltimore, Md 
St. Louis, Mo 
Newark, N. J 
Milwaukee, W ix 
Kansas City, M 
Washington, D 
Minneapolis, Mir 
Oakland, Cal 
Buffalo, N. ¥ 
Wash 


Mass 
New Orleans, L 
Jersey City, N 
Indianapolis, Ind 
Portland, Ore 
Houston, Tex 
Columbus, Oh 


Toledo 
Birmingham, A 
San Antonio, Tex 
Dayton, Ohio 
Louisville, Ky 
Syracuse, N. Y 
(irand Rapids, \ 


Ohio 


Hartford, Conn 
Providence, RK. | 
Worcester, M 
San Diego, Cal 
Akron, Ohio 
Scranton, Pa 
Miami, Fla 
Omaha, Neb 
Peoria, Il 
Springfield, Ma 
Richmond, Va 
Des Moines, la 
Long Beach, Ca! 
Nashville, Tenn 
Fort Worth, Tex 
Norfolk, Va 
Oklahoma City, Oita 
Waterbury, Cor 
Memphis, Tenn 
Jacksonville, Fla 
Tacoma, Wash 
Wilmington, De! 
Atlantic City, N 
Erie, Pa 
Yonkers, N. ¥ 
Youngstown, Ot 
Chattanooga, Ter 
Salt Lake City, Utoh 
Canton, Ohio 
Wichita, Kan 
Albany, N. Y 
Schenectady, N. ¥ 
Troy, N. Y 
Lawrence, Mass 
Rockford, Ill 
Spokane, Wash 
Tulsa, Okla 
Trenton, N. J 
Kansas City, Kan 
Pasadena, Cal 
Elizabeth, N. J 
Fall River, Masa 
Binghamton, N. Y 
Paterson, N. J 
Knoxville, Tenn 
Lynn, Mass 
Sacramento, Cal 
Harrisburg, Pa 
Evansville, Ind 
Charleston, W. Va 
PHOENIX, ARIZONA 


194) 


a 
152. PHOENIX, ARIZONA _ *6,599 


153. Springfield. Mo 153 New Britain, Conn 6,533 
164 Wheeling, W. Va 154 E. St. Louis, I 6,512 
155. Galveston, Tex 155. Decatur, tl 6,508 
166. St. Petersburg, Fla 156 Holyoke, Mass 6.46 
167. Fresno, Cal 157. Muskegon, Mich 6.304 


158. Durham, N. C 158 Elmira, N 


159. Greensboro, N. ¢ 59.319 159. Stamford, Conn 27 
160. Decatur, Ii 59,305 160. Mobile, Ala 243 
161. Chester, Pa 59.285 161. St. Joseph, Mo 108 
162. Beaumont, Tex 59,061 162. Huntington, W. Va 096 
163. Bethlehem, Pa 58,490 163. Charleston, 8. C 061 
164 New Rochelle, N. Y¥ 58,408 164. Woonsocket, R. I 056 
165. Malden, Mass 58.6 165. Corpus Christi, Tex 043 


166 Macon, Ga 

167. Corpus Christi, Tex 
168. York, Pa 

169. Union City, N. J 


166. York, Pa 

167. Aurora, I 

168. Lexington, Ky 
169. Galveston, Tex 
170. Kenosha, Wis 
i71 St. Petersburg, Fla 
172. Pittsfield, Mass 
173. Kalamazoo, Mich 64.097 173. Cedar Rapids, Ia. 
74 Holyoke, Mass 53,750 174. Jackson, Mich 
175. Santa Monica, Cal 75. Waterloo, Ia 

176. Columbus, Ga 176. Asheville, N. C 
i177. Pueblo, Colo 17 Hamilton, Ohto 


i78 Waterloo, lowa 51,743 178 Green Bay, Wie 
179. Amarille, Tex 1, 64€ 179. Beaumont, Tex 
180. Asheville, N. C 51,31 180. Maverhill, Mass 
18) Portsmouth, Va 0,745 181. Columbia, 8. C 
182. Hamilton, Ohio 5u.592 182. Macon, Ga 

183. Hoboken, N. J 50,115 183. Montgomery, Ala 
184. Muncie, Ind 49,72 18. New Castle, Pa 


185. Pittsfield, Mase 49.084 185. Waco, Tex 

186. Jackson, Mich 49. 65¢ 18¢ Springfield, Mo. 

187. Lexington, Ky 49,204 187. Columbus, Ga 

188. Woonsocket, K. I 49.408 188 Augusta, Ga 

189. Kenosha, Wis 48,766 189. Greensboro, N. C 
190 Bay City, Mich 47. 954 1x Pueblo, Colo 

191. Stamford, Conn 47,938 191. Amarillo, Tex 

192. Muskegon, Mich 47,697 192. Jackson, Miss 

193. New Castle, Pa 47,638 193. Winston-Salem, N. C 


SESH HE HABA AAAAAAAAAAG AGA AAG AAA GH HAG AAHAHAMAHAMHAHOMS 


1%. Aurora, lil 47,170 . 1%. Wichita Falls, Tex 
. 195. Raleigh, N. C 46.897 195. Muncie, Ind 
, 1%. Haverhill, Mass. . 46.752 196. Bay City, Mich 
ie 3 197. Green Bay, Wis 46,235 197. Portsmouth, Va 
198. Port Arthur, Tex 46.140 19%. Port Arthur, Tex 
, 199 «Wichita Palls, Tex 45,112 199. Durham, N.C 
‘ zw =6Elmira, N.Y 45.108 200. Kaleigh. N. C 


*60% more food sales in metropoli- 
tan area outside city limits 


| Write for your copy of this tabulated comparison | 


102. Kansas City, Kan 
103. Savannah, Ga 

104. Camden, N. J 

105. El Paso, Tex 

106. Mobile, Ala. 

107 Altoona, la 

108 Charlotte, N. C 


109. Hamilton-Mid'tn, Ohio 112,65¢ 


110. Shreveport, La 
lil, Gary, Ind 

112 Koonoke, Va 
113 Lansing 
114. New Bedford, Ma 
116. Elizabeth, N. J 


116. Wineton-Salem, N 


117. Portland, Me 

118 Austin, Tex 

119 Rockford, lil 
120 Atlantic Cit , 
Charleston, 8, C 


121 

122 Lynn, Mas 

123. Fresno, Cal 

124. Montgomery, Ala 
125. York, Pa 

126. Columbus, Ga 
127. Columbia, 8. C 
12 Springfield, I 
129 Lincoln, Net 


130. Jackson, Miss 
131 Augusta, Ga 
132. Sioux City, Ia 


133. Schenectady, N. Y 


144, St. Joseph, Mo 
Barre, Pa 
136 Berkeley, Cal 
137. Lawrence, Mass 
138. Terre Haute, Ind 
139. Glendale, Cal 


140. Manchester, N. H 


141. Pasadena, Cal 
142. Stockton, Cal 
143. Bayonne, N. J 
144. Madison, Wis 


145. Niagara Falls, N. ¥ 


146 Topeka, Kan 

147. Springfield, Ohio 
148. Kalamazoo, Mich 
149. Asheville, N.C 
150. Quincy, Mase 


151 Pawtucket, K. 1 
152 E. St. Loui It 
153. Macon, Ga 

154. Cedar Rapids, la 
155. Greensboro, N. C 
156. Galveston, Tex 
157. Waco, Tex 


158. Corpus Christi, Tex 


159 Springfield, Mo 
164 Troy, N. Y 

161. Hammond, Ind 
162. Durham, N. C 


163. New Britain, Conn 


164. Mt. Vernon, N. Y 
165 Waterloo, la 

166. Pontiac, Mich 
167. Decatur, I 

168. Evanston, Ill 

169. Brockton, Mass 
170 Pueblo, Colo 

i71 Passaic, N. J 


172. St 


173. Chester, Pa 

174. Bethlehem, Pa 
175. New Rochelle, N 
1 Malden, Mass 

77 Union City, N. J 
178 MeKeesport, Pa 
179%. Holyoke, Mass 
180. Santa Monica, Cal 


181. Amarillo, Tex 
182. Portsmouth, Va 
1s3 Hoboken, N. J 
184. Muncie, Ind 


185. Pittsfield, Mass 
186. Jackson, Mich 
187. Lexington, Ky 


188 Woonsocket, R. I 
189. Kenosha, Wi« 
1% Bay City, Mich 
191 Stamford, Conn 
192. Muskegon, Mich 
193. New Castle, Pa 
1%. Avrora, Ill 

195. Raleigh, N. C 
19%. Haverhill, Mass 
197. Green Bay, Wis 
198. Port Arthur, Tex 


199. Wichita Falls, Tex 


200. Elmira, N. Y 


Petersburg, Fla 


*Population corporate limits only 


Metropolitan area either not estab- 


Uthed or merged with 


smother 


100. Allentown, Pa 
101. Topeka, Kan 

102. Norfolk, Va 

103, Tampa, Fla 

144. Madison, Wis 
105. Troy, N. Y 

106. Roanoke, Va 

107. South Bend, Ind 
108. Glendale, Cal 

109. Rockford, Il 

110. Santa Monica, Cal 
111. Waterbury, Conn 
112. Wilkes-Barre, Da. 


118 Portland, Me 
119. St. Joseph, Mo 
120. Stockton, Cal 
121. Evansville, Ind 
22. Lowell, Mass 
23. Lansing, Mich 
124. Saginaw, 
25. El Paso, Tex 

126. Mt. Vernon, N. ¥ 
127. Huntington, W. Va 
128. Kansas City, Kan 


1 Quincey 
132. Fall River 
133. Niagara Falls, N. Y 
34 Pontiac, Mich 

135. Pawtucket, R. I 

136 New Rochelle, N. ¥ 
137. New Bedford, Mass 
138. St. Petersburg, Fla.. 
139. Galveston, Tex 

140. Racine, Wis 

lal Jackson, Miss 

142. Lexington, Ky 

143. Wheeling, W. Va 
144. Montgomery, Ala 
146. Davenport, la 

146. Brockton 
a7 Mobile Ala 

148. Springfield, Mo 
149. Decatur, Il 

160. Columbia, 8. C 
151 Elmira, N. ¥ 

152. Pueblo, Colo 

16 Greensboro, N, C 
1b4 Amarillo, Tex 
155. Muskegon, Mich 
56 Elizabeth, N. J 
157. Kalamazoo, Mich 
168. Kaleigh, N. C 
159. Waterloo, Ia 

160. Pittsfield 
161. Aurora, Il 
162. Green Bay, Wis 
163 Terre 
im Asheville, 
165 Augusta, Ga 

166. Winston-Salem, N. C 
167. Macon, Ga 

168. New Britain, Conn 
169. York, Pa 

170. Bethlehem, Pa 

71. E. St. Louls, I 

172. Witchita Falls, Tex 
173. Chester, Pa 

174. MeKeesport, Pa 

175. Manchester, N. H 
176. Jackson, Mich 

177. Johnstown, Pa: 

178. Hammond, Ind 

179. Gary, Ind 

180. Malden, Mass 

18! Altoona ‘a 


is Muncie, Ind 
185. Charleston, 8. C 
18. Port Arthur 


193 Durham, N. C 

18. Corpus Christi, Tex 
195. Kenosha, Wis 

1% Beaumont, Tex 

197. Portsmouth, Va 
198. Haverhill 
199. Hoboken, N. J 
200. Hamilton, Ohio 
*Figure obtained direct from tele- 
phone company of this city 


1. New York, N. Y ° 1. New York, N. ¥ 4u7,762 

2. Chicago, 1 .--$3, 960,019 2. Chicago, I. . 294,414 

%. San Francisco, Cal 2,831,760 %. Los Angeles, Cal. —......133,786 

4. Boston, Mass 2.134.515 4. Detroit, Mich. —............131,887 

5. Philadelphia, Pa. .....°2,045,38% 5. Philadelphia, Pa 128,203 

6. Pittsburgh, Pa. . 6. Washington, D. C 113,992 

7. Los Angeles, Cal... 1 7. San Francisco, Cal 97,488 

&. Detroit, Mich _ 8. St. Louis, Mo. aon. 65,053 

9 faltimerc, Md 9%. Pittsburgh, Pa. - 63,344 
10. Cleveland, Ohio . 10. Baltimore, M@ — Ff 
11, St. Louis, Mo 11. Cleveland, Ohio ............ 61,023 
12. Buffalo, N. Y¥ 12. Boston, Mass. ................ 56,536 
13. Kansas City, Mo 13. Milwaukee, Wis. —..... 55,179 
14. Providence, R. I 14. Cincinnati, Ohio ae 45,559 
15. Seattle, Wash 15. Minneapolis, Minn. .. 43,534 
16. Cincinnati, Ohio 16. Buffalo, N. Y. ...... 

7. Minneapolis, Minn. 17. Seattle, Wash 

18. Washington, D.C 18. Houston, Tex 

19. Milwaukee, Wis 19. Rochester, N. Y¥ 

20, Albany, N. Y.. 20. Indianapolis, Ind. ° 
21. Newark, N. J aseeee 21. Oakland, Cal 31,055 
22. Indianapolis, Ind. ... 22. Kansas City, Mo - 30,916 
23. Atlanta, Ga. . 23. Dallas, Tex 29,743 
24. Houston, Tex. . 24. Portland, Ore -_ 28,687 
25. Dallas, Tex 25. Newark, N. J aw 27,514 
26. Portland, Ore 26. New Orleans, La 27,025 
27. New Orleans, La 27. St. Paul, Minn 

28. St. Paul, Minn 28. Denver, Colo 

29. Jersey City, N. J.. 29. Jersey City, N. J 

20. Worcester, Mass. 30. Columbus, Ohio 

31. Richmond, Va 31. Toledo, Ohio 

32. Hartford, Conn 32. Louisville, Ky 

33. Denver, Colo 33. Atlanta, Ga 

34. Charlotte, N. C 34. Omaha, Neb 

35. Oakland,’Ca $5. Hartford, Conn 

36. Louisville, Ky 36. Dayton, Ohio . 

37. Syracuse, N. Y. . ‘7. Richmond, Va I 

18. Columbus, Ohio .... ‘8. Providence, R. I 16,764 
39. Memphis, Tenn 39. Memphis, Tenn. . 16,129 
40. Springfield, Mass 40. Syracuse, N. Y. . 5,463 
41 Bridgeport, Conn 41 San Antonio, Tex 15,172 
42. Toledo, Ohio 42. Akron, Ohio 14,553 
43. Wilmington, Del 43. Birmingham, Ala. . 14,481 
44. Savannah, Ga. 44. New Haven, Conn 14,057 
45. Raleigh, N.C 45. Oklahoma City, Okla 13,684 
46. Nashville, Tenn 46. Worcester, Mass 13,584 
47. Tulsa, Okla 47. Tulsa, Okla . 13,548 
48. Trenton, N. J 48. Des Moines, la 12,697 
49. Omaha, b 49. Berkeley, Cal 12,602 
50. Augusta, a 50. Nashville, Tenn 11,880 
51. Jacksonville, Fla 51. Springfield, Mass 11,780 

2. Birmingham, Ala 52. Bridgeport, Conn 11,744 
53. Fort Worth, Tex 53. Wilmington, Del 11,731 
5 Oklahoma City, Okla 34. Fort Worth, Tex 11,718 
55. San Antonio x 5. San Diego, Cal 11,573 
56. Winston-Salem, N.C 56. Albany, N. Y 11, 56¢ 
67. Paterson, N. J 57. Grand Rapids, Mich 11,534 
58. San Diego, Cal 58. Evanston, Ill 11,239 
59. Des Moines, la 59. Flint, Mich 10,958 
60. Scranton, Pa _ 60. Sacramento, Cal 10,814 
61. Youngstown, Ohio . 61. Long Beach, Cal . 10,797 
62. Miami, Fla 62. Salt Lake City, Utah 10, 67+ 
63. Sacramento, Cal. 63. Spokane, Wash 5 
64. Troy, N. Y . 64. Pasadena, Cal 

65. New Bedford, Mass 65. Youngstown, Ohio 

66. New Haven, Conn 66. Peoria, I 

67. Spokane, Wash, 67. Miami, Fla 

68. Manchester, N. H 68. Yonkers, N. Y 

69. Portland, Me 69. Tacoma, Wash 

70. Utica, N. Y 70. Jacksonville, Fla 

7 Fall River, Mass 71 Erie, Pa 

72. Elizabeth, N. J 72. Elizabeth, N. J 

73 Long Beach, Cal 73 Binghamton, N. Y 

74 Yonkers, N. Y “4 Paterson, N. J 

75. Akron, Ohio 75. Seranton, Pa 

76. Chattanooga, Tenn 76. Schenectady, N. Y 

77. Grand Rapids, Mich 70,702 77. Norfork, Va 

78 Charleston, 8. C 67,892 78. Wichita, Kan 

79. Waterbury, Conn 67.367 79. Fort Wayne, Ind 

80. Lowell, Mass 66,841 80. Mt. Vernon, N. Y 

81 Wichita, Kan 65,609 §1 Waterbury, Conn 

82. Lawrence, Mass. .. 65,591 82. Trenton, N. J 

83. Camden, N. J 65,500 83. Niagara Falls, N. ¥ 

a4 Shreveport, La 64,409 S84. Charleston, W. Va 

SS Dayton, Ohio _— 63,755 85. Gary, Ind ‘ 

86. Wilkes-Barre, Pa. 63,740 86. Glendale, Cal 

87. Duluth, Minn 87. Quincy, Mass 

88. E. St. Louis, Il 88. Fresno, Cal. . 

89. Norfolk, Va 89. Reading, Pa 

PU Mobile, Ala ” Shreveport, La 

91 Pasadena, Cal oI Madison, Wis 

92. Evansville, Ind. : 92. Canton, Ohio 6.896 
93. Peoria, 1 b0, 93. PHOENIX, ARIZONA. _ 6,894 
pbb OE NIN ALIZONA ils ef 4. Charlotte, N.C 

95. Charleston, W. Va.. 56,937 %. Harrisburg, "Pa 

96. Harrisburg, Pa. —..... 55,462 96. Lynn, Masa 

$7. Holyoke, Mass. . 97. Chattanooga, Tenn 

98. Reading, I’a 98. Duluth, Minn 

99 Fort Wayne, Ind 99. San Jose, Cal 

100, Little Rock, Ark.. 100. Uttea, N. Y. 

101. Galveston, Tex. . ‘ 101. Little Rock, Ark 

102. Binghamton, N. Y..... 60,802 102. Racine, Wis. . 

103. Niagara Falls, N. Y. 50,071 103. South Bend, Ind. 

104 Tacoma, Wash 48,686 104. Knoxville, Tenn. 

105. Bayonne, N. J. . 48,253 105. Saginaw, Mich 

106. Pittsfield, Mass. .. 47,210 106. Kansas City, Kan 

107. Canton, Ohio " . 46,638 107. Stockton, Cal 

108. York, Pa 46,388 108. El Paso, Tex 

109. Erie, Pa 46,00 109. Lansing, Mich 

110. New Britain, Conn 45,105 110. Springfield, 1 

ill Knoxville, Tenn 44,580 1 Portland. Me 


112. Wheeling, W. Va 44,555 
113. Passaic, 


114, Malden r > 44,195 
115. Lincoln, Neb . 43,942 
116. Cedar Rapids, la 43,725 
117. Flint, Mich 43,681 
118. San Jose, Cal... . 43,240 
119. Berkeley, Cal 43,210 
120. Mt. Vernon, N. Y 43,015 
121. Kansas City, Kan 41,579 
122. Stockton, Cal 40,759 
123. Roanoke, Va senses 40,486 
124. Lancaster, Pa 40,437 
12 Topeka, Kan 39,783 
126. Schenectady, N. Y.... 38,852 
127. Tampa, Fla 38.540 
128 Allentown, Pa " 38, 35. 
129. Madison, Wis 38,171 
130. Saginaw, Mich. . 38,000 
131 St. Joseph, Mo. 37,564 
122. Salt Lake City, Utah 7,492 
153. El Paso, Tex - I7,410 
134. Quincy, Mass 37,168 
135. Stamford, Conn, .. 36,759 
136. Austin, Tex 16,448 
137. Springfield, Ohio 36,156 
138 Davenport, la 34,934 
139. Haverhill, Mass 34,142 
140. Elmira, N. Y 33,278 
141. Terre Haute, Ind 33,052 


142. Brockton, Mass 
14%. Columbia, 8. C 
144. Jackson, Miss 
145. Stoux City, la 
146. Lexington, Ky 
147. New Rochelle, 
148. South Bend, Ind 
149. Evanston, Ill 
150. Beaumont, Tex 2 
151 Pueblo, Colo 2 
152. Durham, N. C 2 
> 
2 


153 Montgomery, Ala 
164 Rockford, Il 

155. Santa Monica, Cal 
166. Decatur, Ii 

157. Glendale, Cal 

158. St. Petersburg, Fla 
159. Kalamazoo, Mich 
160. Chester, Pa 

161 Lansing, Mich 

162 Wichita Falls, Tex 
163. Bethlehem, Pa 

164. Johnstown, Pa 

16 McKeesport, Pa 

166. Springfield, 1 

167 Racine, Wis 

168 Lynn, Mass 

169. Greensboro, N. C 
170. Gary, Ind 

171 Waco, Tex 


Aaa 
= 


72. Amarillo, Tex 

173 New Castle, Pa 
174. Corpus Christi, Tex 
1756. Green Bay, Wis 
176. Bay City, Mich 
177. Huntington, W. Va 
178. Rochester, N. Y 
179. Jackson, Mich 

180. Muskegon, Mich 


181 Atlantic City, N. J 
182. Columbus, Ga 
183. Macon, Ga 

184. Muncie, Ind 

185. Springfield, Mo 
186. Hamilton, Ohio 
187. Pontiac, Mich 
188. Aurora, Ill 

189 Kenosha, Wis 
190. Waterloo, la 

191 Portemouth, Va. 
192. Port Arthur, Tex 
193 Altoona, Da 

1%. Hammond, Ind 
195 Asheville, N. C 
1%. Freene, Calif 

197. Hoboken, N. J 
198. Pawtucket, R. 1 
199. Union City, N. J 
200. Woonsocket, R. I 


NFA 
NFA—No figures available 

*Does not include private banks 
deposits 


198 
199 
2ue 


NFA—No figures available 


Evansville, Ind 
Allentown, Pa 
Wheeling, W. Va 
E. St 
Roanoke, Va 


Wilk 


Lincoln, Neb 
Rockford, It 


Sava 


Stamford, Conn 


Tam 
Pont 
Kala 


Davenport, Ia. 


Lanc 


Galveston, Tex 


Tope 
Baye 
Reth 


Sioux City, la 
Atlantic City, N. J 
Camden, N. J 


Aust 


Pawtucket, R. I 
Columbia, &. C 


Ham 
New 

Corp 
‘Troy 


Pass J 
Malden, Mass 
Santa Monica, Cal 
York, Pa 


Huntington, W. Va 
Beaumont, Tex 


Louis, Il 


es-Rarre, Pa 


nnah, Ga 


pa, Fla 
fac, Mich - 
mazoo, Mich. 


aster, Pa 


ke, Kan 
mne, N. J 
lehem, Pa 


in, Tex 


mond, Ind 
Britain, Conn 

ue Christi, Tex 
x ¥ 


Cedar Rapids, la 


Pitts 


tro 


Jack 
Gree 


Waterloo, la 
Charleston, 8. C 
Montgomery, Ala 


Ama 
Jack 
Ken 
Port 
Aurc 


Durham, N. C 


St. F 


Winston-Salem, N. C 


Fall 
Rale 


Johnstown, Pa 
St. Joseph, Mo 


Law 
McK 
Holy 


Hamilton, Ohio 
Hoboken, N. J 
Altoona, Pa 
Macon, Ga 


Bay 


Augusta, Ga 


Muskegon, Mich 


New 
Puet 
Colu 
Mun 


Asheville 


New 


Haverhill 
Springfield, Mo 


Woo 


Springfield, Ohio 


Unic 


field, Mass i 


ws 


Mass 
Terre Haute, Ind 


kton 


von, Mich 
nsboro, N. C 


rillo, Tex = 
son, Miss 
wha, Wis 

Arthur, Tex 
ra, Il 


*etersburg, Fl 
River, Mass 


igh, N. C 


Mass 
eeeport, Pa 
oke, Mass 


rence 


mouth, Va 


Cast 


lo. Colo 
mbus, Ga 
cle, Ind 


N.C 
Rochelle. N. Y¥ 
Mass 


nsocket, R. I 


m City, N. J 


ee ee eee ee ee ee ee ee es ee ee 
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Charlotte, N. C 
Terre Haute, Ind 
Savannah, Ga 
lincoln, Neb 
Gary, Ind 

Mt. Vernon, N. ¥ 
Johnstown, Pa 
Springfield, Il 
Camden, N. J 


on-Salem, N. ¢ 
Topeka, Kan 
South Bend, Ind 
Bayonne, N. J 

E. St. Louts, ll 
Saginaw, Mich 
Lowell, Mass 

San Jose, Cal 
Allentown, Pa 
Portland, Me 


Fresn al 
Muskegon, Mic} 
Tampa, Fla 


Litth: Rock, Arb 
Sioux City, la 


Mobi! Al 
Niagara Falls 
Altoona, Pa 


Madison, Wis 
Elmira, N. Y 
Austin, Tex 
Decatur, Ul 
York, Pa 
Manchester, N. i 
Roanoke, Va 
Racine, Wis 
Shreveport, La 
Evanston, Il! 

E' Paso, Tex 
Stamford, Con 
Lansing, Mich 
Quincy, Mass 

St. Joseph, M 
Springfield 
Pontiac, Mich 
Woonsocket, ! 
Pueblo, C 


n 
Malden, Ma 
Muncete, Ind 
Davenport, ! 
Montgomery 
Waterloo, la 
Santa M 
Kenosha, W 
New Bedford 
Hammond 
Cedar Rapid . 
Stockton 
Bethleher 
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~ PHOENIX ARIZONA, CHALLENGES TOP FLIGHT MARKETS jn 
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Starts Educational Drive Elected to ANA Admen Hold Dinner : ; 
The Enameled Utensil Manufac- Botany Worsted Mills, Passaic, The second annual advertising The Business Digest 


turers Council, Cleveland, has|N. J., and Nash-Kelvinator Corpo- gridiron dinner sponsored by Chi- : 
launched a national consumer edu-| ration, Detroit, have been elected to cago advertising men will be held Significant Developments in Trade and Industry as 
Reported by the Business Press 


cational program to acquaint house- membership in the Association of Oct. 15 in the Stevens Hotel, Chi- 
Edited by RALPH O. McGRAW 


wives with the neat appearance of National Advertisers. Charles F. cago, and will feature individual 
enameled utensils. their cleanliness! H. Johnson, Jr., Botany vice-presi- skits, last year’s chorus and musical 
and ease of cleaning. Lawrence H.)| dent, will be official representative features having been eliminated. 
Selz Organization, Chicago, is di-| for his company, while Charles J. Charles bag a oe oo . Value of Census of Great Britain in 1940, the editor de 
‘ec 5 ive ‘owar advertising director <el- lis-Younggreen & Finn, Chicago, is . ‘lares. 

—— ct hg oa oH csi ‘Little selena 4a the ticket comanitten.. Manufactures Imperiled . ane. Barclay tells his reader: 
advertising manager, Nash division, — If the biennial Census of Manu- enw aoe look ioened to the fol. 
James E. Darst, formerly manager — a ee Moves to New Offices ee SS eee ee oat. lowing developments in American 
of the St. Louis Auditorium and a omg American Girl and the national basis as provided for in bill S. 1627, ingustry: 1. Increased shortages of 
former news editor of Fox Movie- Heads Jam Handy Staff headquarters of Girl Scouts, Inc.,| industrial marketers and advertisers metals. 2. A growing wave of »on- 
tone, has been named secretary and 3ryan Warman has been named which were formerly at 14 W. 49th | will be deprived of one of the most qefense plant shut-downs. 3. V 
a member of the board of the B-1 head of the New York contact staff street, New York, have moved their useful services coming out of Wash- | economic privation in non-d 
Beverage Company, St. Louis of the Jam Handy organization. offices to 155 E, 44th street. ington, Industrial Marketing for | jocalities. 4. Rapidly growing infa. 
September declares editorially. The tion in commodity prices. 5. Si Us 
bill is part of legislation requested labor migrations. 6. Further ¢ ‘n- 
by Secretary of Commerce Jesse H. sion of defense production m 
Jones, has the approval of the Bu-| 7. Increased government contro] 
reau of the Census, has been passed | over all industry. 8. Policing of 
by the Senate, and is now awaiting priorities with penalties. 9. In. 
action by the House Census Com- creased wage demands from bor 
mittee. 10. More strikes in open shop p ants 


The Census of Manufactures, the 
editorial explains, has long been re- Canned Food for 
lied upon by advertising and mar- ‘The Army 
keting executives as a guide to mar- Revised estimates of Army and 
kets for industrial goods, their | Navy requirements for canned truits 
evaluation and trends, and to pro- and vegetables from the 1941 pack 
vide these data only every five years released by the procurement divi- 
would render them practically |S! of the OPM indicate th: the 
valueless for these purposes. So far military will take an amount «qual 
as is known, the publication charges, to 8.3 per cent of the total 1940 jack 
the change in the service was initi- | °f vegetables, and 4.9 per cent of 
ated without any consideration be- | the 1940 pack of canned fruits. re- 
ing given to the needs of those who ports Food Industries. , 
use the information it provides and Combined Army and Navy re- 
without consulting them as to the | @u¥irements of canned fruits will be 
advisability of the change. 2,099,646 cases, and of vegetables, 

Therefore, the publication con- 10,995,478 cases. What the boys will 
cludes, it appears that industrial be eating next year looks something 
marketing executives have only one | !ike this: Apples, apple sauce, apri- 
alternative by which to save what | °° cherries, grapetrutt, gees» 
they already have and that is to Pears, pineapple, prunes, figs, greer 
forestall passage of the bill in the and wax beans, lima beans, beets 
House and start all over again on a carrots, corn, kraut, peas, pumpkir 
more intelligent and considerate spinach, sweet potatoes, tomatoes 
basis. tomato juice and a small amount of 

miscellaneous items 


Appoints Darst 


HERE’S A THOUGHT 
FOR FOOD SALES! 


Too Litthe—Too Bad 


While phrase-coiners a year ago Television Service Bows 
condemned Great Britain for per- Telecast Productions, New York 
mitting the fall of France with the | has been launched to produce tele- 
expression “Too Litthe—Too Late,” vision programs for commercial 


PREDICTION: sales gains will go next 
year to foods that offer greatest nourish- 


ment value for the price. 


this year the same 
might well popularize a new ex- 
pression to apply to the plight of 


phrase-coiners , 


sponsors, with offices at 30 Rocke- 
feller Plaza. Myron Zobel, presi- 
dent of The Graduate Group, New 


{ agazine representati\ is 
small business in America—*Too pean nt of the new an ar 
T ” 7 yresiaent oO 1e € co a 
Little—Too Bad,” says Hartley W.| ! 


Barclay, editor, Mill & Factory, in | 


Now that nutrition is a national crusade, an inkling of the reason. The Vitamin A we 
isn’t it time to inventory your brands 


from a new standpoint? For instance 


market is Distilled Vitamin A in Natural Ester his September issue. And _ while Humphrey to Agency 
Form* shedding large crocodile tears, they S. J. Humphrey, formerly man- 
"oO 


the only concentrate of its kind. Made might deplore the rapid disintegra- | ager of the job printing department 


tion of the backbone and sinew of |of the Vancouver Sun, has joined 
America’s economic life, the Ameri- | the Vancouver office of McConnel 
Eastman & Co. 


(a) Do they offer nourishment values comparable by our affiliate, Distillation Products, Inc., it is 


to compote Snode the only A concentrate in which the natural oil 


(b) Ifso, is your retail price still competitive? can small businessman, he suggests. 


preservatives are distilled intact with the vita- Mr. Barclay does not think much 
of the “minor efforts” which are be- 
this concentrate a stability to heat and air that ing made to cushion the severity of 
protective foods? +. wo to ten times greater than any other c the stock to this section of Ameri- 
S eres ian any other con- can industry. He calls the defense 
clinics such as recently held in New 
York and Connecticut “only an in- 
effective gesture as far as the na- 
tional crisis of small business is con- 
cerned.” 

Most of the large prime contrac- 
tors who attended the clinics, he 
charges, did so out of loyalty to the 
OPM and the Army and Navy. 
More than 90 per cent of the small 
businessmen threatened with ex- 
tinction, who swarmed through 
these sessions, went home empty- 
Send for these helpful brochures handed, he observes and points out 
Every agent or food processor con- that if, as the sponsors say, 100 
| cerned with Vitamins A and D ought prospective sub-contractors out of 
to have copies of these two inform- 950 successfully entered negotiations 
during the most successful meeting, 
the fact remains that more than 
two-thirds of the small enterprises 
now face extinction for lack of de- 
fense orders—they were “Too Little 

Too Bad.” The loss of their enter- 
prises to America will be as a severe 
blow to the American System as the 
fall of France was to the cause of 


(c) Or if not, couldn't you sell more cases per year 
with the help of a more potent nutritional story? 


min in its natural ester form—a fact that gives 
(d) Would vitamin fortification place a product of 


yours in the class of “preferred” 


-»-more than just 
a radio station -- 


a Baltimore 
institution’ 


It may prove a fatal error, a year from now, to Pata * : : 
yi ; ee : centrate we know of. Distilled Vitamin A Esters 

have underestimated the scope of the new move- “a ; 
are so bland, so uniform, so amazingly stable 


ment for better nutrition. So if a product of 
nent for better nutrition. So if a pro t they actually defy comparison. 
You'll find our ARPI Process Vitamin D a 


superb product, too. Its ten points of superiority 


yours is a logical candidate for added Vitamin 
A or D 
mister. Read right on. 


you're in mighty helpful company, 


c ‘ ; — will find immediate favor with your chemists. 
First step we'd suggest is to write for informa- hated , ; 
; D So you stand to gain sound assistance in 
tion about those vitamins, and our versions of 


We've 
made a specialty of answering inquiries from 


, mapping a new sales plan by dropping a note 
them. Ask all the questions you like. 


of inquiry now to “Research Products.” 


food processors or their agencies concerning 


vitamins A and D. And our Service Labora- 


tories in Minneapolis and Rochester, schooled 


fhe Slory of 
VITAMIN A 


volving vitamins, can probably give you excep- ESTERS 

4 PRODUCED BY ‘ 

: tional help if you have a problem to lick. Sct || technical terms, 
‘ J about our vita- 
min concen 

trates —facts you'll need to know in 
making comparisons, preparing 


by a wide experience with food problems in- 


ative booklets. They give you quick 
facts in non- - 


Next step: ask for samples, prices, data for t= 
your technical men. You'll want to test these 


concentrates, compare them with others avail- 


EDWARD PETRY & CO. 
GOING MUTUAL--OCTOBER*! 


en 


product formulas, planning sales, 
advertising claims. Ask, 
and they're yours. 


able before you decide. That's fine —our busi- 
eer. ; writing 


This will give you 


ness thrives on comparison. 


a Protected by U.S. product patent No, 2,205,925 and over 50 process patents 
ie 
# 


it MEN TO TRAIN?..then let 
it “i | — Ittustravox 


ed 2 


FOR QUICK ACTION WRITE BUILDING A-! 
ILLUSTRAVOX DIV. MAGNAVOX CO.. INC... FORT WAYNE. IND. 
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— AND STORY, director and budget, may com- 
bine to launch a new movie with Hollywood’s 
highest rating—an ‘“‘A”’ production . . . 

But, far more important than that brevet of qual- 
ity, is the final rating that the people give it... 


The people who line up to see it . . . who tell their 
‘nends about it... who, up and down the land, come 
to make up the picture’s total audience... 


—_— 


And, of all the 500-odd feature pictures aiming to 
attract these people to some 17,000 U. S. theaters 
luring the past year, only about 15 rated high 
py “ough with the ticket-buyers to draw during the 
)4 “tire year a total audience of more than 20,000,000. 


4 


_— LIFE, too, aims to rate high with the people— 
aims to attract a large audience for its uniquely 
‘wid, informing, exciting, enlightening fare. 


And, each week—every week—52 times a 
year . 


LIFE attracts a regular weekly audience of more 
than 20,000,000 readers!* 


This enormous, enthusiastic audience comprises 
more men, women, and young people than ever be- 
fore have been drawn to the pages of any magazine. 


It is the result of LIFE’s new-age journalism, 
which presents reality to a fact-hungry world with 
such extraordinary vigor and clarity that each issue 
of LIFE not only is purchased by more than 3 mil- 
lion eager buyers—it is also passed on to many 
more millions to see, read, absorb. 


Advertisers have been quick to realize that this 
large, inquiring audience constitutes the most potent 
market in America. 
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Gary Cooper as Sergeant York from the motion picture," Sergeant York."* 


What rates a movie better than ‘A’? 


*The fact that each issue of LIFE reaches an audience of more than 
20,000,000 readers is established by the same kind of scientific re- 
search that today so accurately predicts election results. This measure 
of readership is covered in LIFE’s Continuing Study of Magazine 
Audiences, Report No. 4. Latest figures from the Study: 
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Quantity and Testimonials in 
‘Dictionary of Werboten Terms’ 


Tests and Comparisons 
to Be Discussed Next 
in Series 


[Editor’s Note: This is_ the 
eleventh of a series of 12 instal- 
ments of the “Dictionary of Ver- 
boten Terms,’ an unusual project 
developed by Harry Hibschman to 
present as complete as possible a 
list of terms, expressions and 
phrases which have been frowned 
upon by the Federal Trade Com- 
mission and the courts. The final 
instalment will be published in 
ADVERTISING AGE next week. When 
completed, the series should furnish 


held average of 90 biscuits, when 
not a fact, banned. 

Butter—packing 3%, 7 and 14 
ounces of butter in cartons which | 
resembled in shape, size and 
appearance the regular 4, 8 and 
16 oz. cartons was ordered dis- 
continued. 

Crayons—advertising that crayon | 
boxes contained more than true | 
number of crayons discontinued 
by order. 

Feet—falsely stating number of feet 


in a roll of wire, rope, or 
other product, prohibited. 
Net Weight—misrepresenting as to 


any product, a violation of the | 


law. 
8 oz.—describing overalls 
that weight ended by stipulation. 


| Pint—One Pint—Full Pint—on bot- 
tles having smaller capacity not | 


permissible. 

Size—must be truly stated; if “cut 
size”’ indicated, finished size must 
be given. 


Slack-Filling—that is, 


any | Weight—representing 


not of | 


not filling 
containers to capacity, constitutes 
a definitely unfair trade practice, 
as in the case of face powder in 
containers wrapped in cello- 
phane, food containers, and tubes 
of various kinds, such as shaving 
cream and toothpaste tubes. 

the weight 
of a cosmetic preparation as 4 
oz., when that was in fact the 
weight of the product packed for 
mailing; advertising rugs as of a 
weight other than their true 
weight; and claiming that life 
vests have a given weight as a 
whole and as to their filling alone, 
when such weights are less, are 
examples of misrepresentations 
as to weight that will not be 
allowed. 


|recent as to date. 


September 15, 
Yards—falsely indicating yarda; 
of any product will be prohibiteg 


(9) Words, 
Statements 


Terms, 
and Representa. 


tions, Relating to Testimonia|s. 


Testimonials should represent th, 
genuine and unbiased opinions of 
the writers, based on _ persona] 
experience. They must be given. 
however, exactly as written orj.j- 
nally—they may not be edited as to 
grammar, spelling, etc., in order to 
make the writers appear more ¢ ||- 
tured, educated or intelligent th iy 
their actual compositions may in:‘j- 
cate. They must refer to the id: »- 
tical product advertised and not to 
one that has been changed as ty 
contents or effect. They must 4 ¢ 
And letters w) t- 


an exceptionally useful guide to} 
every marketing and advertising 
executive in any way responsible 


for trademarks, labels, advertising 
material or sales promotion. 

This week’s instalment presents 
the list of words, terms, expressions, 


statements and representations re- | 
lating to quantity and also contains | 


an interesting section dealing with 
testimonials. Next week's instal- 
ment will discuss tests and com- 
parisons. 

While the idea for a comprehen- 
sive collection of such material is 
not new, Mr. Hibschman’s series 
should be of tremendous value for 
several reasons: it is the most com- 
plete and extensive list ever pub- 
lished, so far as is known; it lists 
terms and phrases alphabetically, 
making them easy to locate for ref- 
erence purposes; it discusses terms 
under ten specific types of relation- 
ship to products advertised; and in 
every case it gives the context of 
the words or phrases which have 
made the terms unacceptable to the 
FTC.) 


By HARRY HIBSCHMAN 


XI 


(8) Words, Terms, Expressions, 
Statements and _ Representa- 
tions Relating to Quantity. 


Misrepresentations as to quantity 
are more likely to appear on labels 
and containers than in advertising 


material and hence do not concern | 


the copywriter as closely as some 
other matters. Still there are possi- 
ble misrepresentations that the 
copywriter needs to beware of. 
These may not only be direct but 
indirect, as, for instance, by using 
an illustration of a bottle or a pack- 
age bearing a false or misleading 
mark or statement regarding the 
amount of the contents. To put it 
in a few words, misrepresentations 
as to size, weight, contents or quan- 
tity in any form will meet with dis- 
approbation at the hands of the 
Federal Trade Commission and of 
the courts. 

Average — claim 


that containers 


1,129, 952 people “fy 
ride every day yz on 
street Cars (===), and 
busses@""=%4 in Los Angeles. 
Thats more than the 
population of Arizona |.) 
New Mexico \is~, and ~/ 
Nevada *” cOmbined / 
When they ride “* they 
relax, when they relax 
they read ({ow4{. your 
message .....Write for 
details and rates. 


~ 


MAYNARD BOYCE Inc. 


Vhanspoitilion 
LOS ANGELES 


650 Chamber of Commerce Bidg. 
ho Atprtstiled ty titlional Transladts 


GAIN OR LOSS IN ARCHITECT CIRCULATION 


PENCIL POINTS 
GAIN 384 


ARCHITECTURAL 
RECORD 
GAIN 194 


And for the last 5 ABC Publishers’ 
Statements Pencil Points has con- 
sistently led the field in architect 
circulation gains. 


FORUM 
LOSS 345 


— 


Expressions, 


ar 


LOSS 


ARCHITECTURAL 
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ten to one company or individual 
may not be used by another. 

Vhen a letter or testimonial fails 
to give full information, it must be 
supplied. Thus, if it relates to a 
reducing device, it is necessary for 
the advertiser to point out that the 
us: of the device undoubtedly 
dicted or exercised or both while 
using the device, if the letter or 
tes'imonial fails to reveal that fact. 

o testimonial or letter known to 
be ‘alse or inaccurate, or the falsity 
or naccuracy of which could easily 
be ascertained and checked, should 
be used. The good faith of the 
writer in making misleading or 
untrue statements will not protect 
the advertiser who uses them. He 
cannot say through another what 
he may not say for himself. 


As to whether or not there must 
be a statement with paid testi- 
monials revealing the fact that they 
have been given for a consideration, 
there has been a_ difference of 
opinion. The commission was in- 
clined to hold that the fact must 
be stated. But a federal court held 
differently, saying: “It is doubtful 
if the public is gullible enough to 
believe that . .. testimonials are 
given without compensation. Even 
if they are paid for, providing they 
are truthful, no one is deceived.” 

If they are paid for, then, that 
fact need not be mentioned; but the 


;advertiser may not, on the other 


hand, claim that they are voluntary 
or gratuitous, when that is not the 
fact. 


It should be noted, finally, that | 


the letter of another may not be approved by prominent persons, 
published for any purpose without by public or private organiza- 
his consent. It must definitely not tions, or by public institutions, 
be used for advertising purposes when not true, will be prohibited. 
without his consent in writing. (See “Terms, etc., Relating to 
Altered—a respondent before the Official or Semi-Official Certifica- 
FTC agreed to cease using testi- tion or Endorsement.” ) 
monials, “the wording of which Authorities—using letters of recog- 
has been altered in such a way nized authorities in such a way 
as materially to change their as to imply that they based them 
sense or their meaning, or so as on personal use, professional 
to materially misquote the writ- experience, and controlled lab- 
ers thereof.” oratory tests, when such is not 
In another case an advertiser the case, will not be permitted. 
agreed to stop using letters re-|Dates—must be given with testi- 
ferring to another business that monial letters, according to a 
had been so altered as to make stipulation entered into a few 
them appear to be endorsements years ago. 
of the advertiser's business. Dead—testimonials of dead persons 
Approved — claiming that one’s may not be used without reveal- 
business or product has been ing the fact of their deaths. 


PENCIL POINTS 


again shows the biggest gain in 
architect circulation — to 9611 


PENCIL POINTS 


again shows the highest renewal 
percentage in the field — 63.69% 


architectural magazine 


~ 


PENCIL POINTS 


again guarantees over 3000 more 


draftsmen, designers than any other 


PENCIL POINTS 


gain gives advertisers the largest 


brofessional architectural circula- 
tion in the field — 14,746 


6/30/39 12/31/39 


6/30/40 12/31/40 6/30/41 


THE TREND IN 
ARCHITECT 
CIRCULATION 


(Last 5 ABC 


Publishers Statements) 


| 


| 


| 
| 


Employes—testimonials of employes 
may not be used without reveal- 
ing the facts. 

Endorsed by Hollywood Stars— 
banned, unless there have been 
actual endorsements by a_sub- 
stantial number of persons rank- 
ing as such. 

Faked Pictures, etc.—-may not be 
used to show individuals in acts 
impossible for them to perform, 
such as a man with an artificial 
leg running a race. 

Fictitious—fictitious testimonials or 
letters may not be used, even if 
the statements they contain are 
not false. 

Intent—statements that sole pur- 
pose of writers of testimonials is 
to help suffering humanity will 
not be permitted where the writ- 
ers are paid for the testimonials 
or where they have some finan- 
cial interest in the business or 
product endorsed. 

“Just Received" — representation 
with regard to letters or testi- 
monials not of recent origin, will 
be prohibited. 

Many Physicians—statement that 
product has been endorsed by, 
banned when untrue. 

Recommend—claim that physicians 
or others recommend product not 
permissible unless a fact. 

Status of Writers—of testimonials 
may not be misrepresented; for 
instance, statement that the 
writer, a physician, was former 
chairman of a named organiza- 
tion, or that he is or was con- 
nected with a certain laboratory 
or hospital, when untrue, is not 
permissible. It is also banned if 
there is no such organization or 
institution as the one named. 

Watches—statement that certain 
group of famous football players 
all use advertisers’ watches not 
permitted unless it is also stated 
that the watches were gifts from 
the advertiser. 

Withdrawn or Repudiated—state- 
ments or testimonials may not be 
used, 

Witness—statement in or with testi- 
monial that the writer was a 
“witness” to the alleged act, oper- 
ation or result that he reports, 
will be banned where the writer 
speaks from hearsay and _ not 
from personal observation and 
knowledge. 

Women statement that women 
generally, or certain named 
women, endorse or recommend 
product, not permissible, unless 
substantiation possible. 


Bennett Joins “Builder” 


Vallee C. Bennett, formerly with 
Electric Light & Power and Elec- 
trical Dealer, has joined Practical 
Builder, Chicago, in charge of the 
Midwest territory. He _ replaces 
Arthur F. Hatch, who has been 
named manager of the sales promo- 
tional department. 


To Consolidated Agency 


Kree Institute of Electrolysis, 
Kree Electrolysis Apparatus Com- 
pany, and Plaque of Honor, Inc., 
New York, have appointed Consoli- 
dated Advertising Agency, New 
York. 


“MASTER MINDS, 
ATTENTION!” 
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Tobacco-Clothing 
Tie-in Indicates 
Promotion Trend 


Chicago, Sept. 


ton, 


Brand 


and 


Tones.” 
terial 


cheviots 


insertions, 
posters, full 
Walnut Blend 


direct mail folder 


11.—Pipe tobacco 
and men’s clothing ties up neatly in 
a unique 
Decker 


promotion 
& Cohn 
Inc., Philadelphia 
The clothing manufacturer’s Society 
suits will merchancined 
this fall as Walnut Blend, 
of Middleton’s noted tobacco. 
Society Brand will feature a 
of Walnut Blend 


Complete promotional ma- 
being distributed 
& Cohn dealers includes newspaper 
miniature 
window 


tying in with re- 


1 out 0! 


Priitornia ¢ 
C von Grange 


_one spac e ore 
aign—doe 


PACIFIC GRANGE FARM GROUP 


Mills Building, San Francisco 
1.Wm. Hastie, N.Y. + F.E.M.Cole & Son, Chicago 
"Duncan A. Scott, Pacific Coast 


{ every 


the Grange Farm 


SPEAKING A PIPE-FULL 


NTIS mesons nts ast ov 


’ 
J WA, pot hit fe t { 
y ~ 4 7a] 


“hisy Bone wim BLENDS 


Shetlands. lweeds... Cheviots ‘ \ 
waimul miatuet rmsrieto 


NEW PIPE-TOBACCO TONES 


Society Brand has reached into the pipe 
tobacco field for an appropriate name 
for its new shades for men’s clothes. 


lated furnishings, and a free sample 
offer of Walnut Blend mixture en- 
closed with each suit. 

Responsible for this promotion are 
Joseph H. White, assistant to the 
president and director of advertising 
at Decker & Cohn, and Herbert 
Middleton, president of John Mid- 
dleton, Inc. Middleton dealers are 
being contacted to arrange related 
tieups with stores featuring Society 
Brand suits, although the possibility 
of enclosing a sample suit in a 
packet of tobacco is not mentioned. 

This tie-up is the second instance 
of a tobacco-clothier collaboration. 
ADVERTISING AGE, Sept. 1 
ported a tie-up between Lee 
and Old Gold cigarets. 


issue, re- 
hats 


Offers Printing Courses 

New York Employing Printers 
Association will conduct its 25th 
season of courses in printing and 
related subjects starting Oct. 20. 
Registration begins Sept. 29 at the 
association’s headquarters, 461 
Eighth avenue. 


50,000 WATTS OF POWER, PLUS 
EARNED PRESTIGE AND PROVEN 
PROGRAM PREFERENCE, MAKE 
WOAT THE MOST POWERFUL 
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Commercial Display Commercial Display 
Including Poultry and Display Including Poultry and Dis; 
Livestock Advertising Livestock Advert 
1941——, ——1940—— 1941 1940 —1941——, ——1940 1941 
Vages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines I 
Monthlies Utah Farmer 91 6.845 10.7 8.116 6.625 
American Poultry Jour Western Farm Life 17.5 13,733 11.0 8,643 7,921 
nal —_ 
Easter! lition 1 107 0 4,420 1.8 4 Total Group 132 we.241 97.4 85,411 S7,291 
Central Edition 74 194 81 487 a0 , Bi-Weeklies 
Western Edition 6.7 2.904 5.4 2,321 2,843 2,28 a ee eres Sos - a. os : ty $4. 
. . » £96 : 97 7T iY cOna Parmer ~8 ‘ ada 2 a 
S$In al J Editions 6.3 2 ‘ 1 a. 39% 649 1 Catifornie Ceitivater 19.9 15.028 17.¢ 14.820 
*Better Fruit 9.1 , 847 1.0 1,469 S47 1,69 Dakota Farmet 1 1462 10 946 
Breeders Gazette 11.0 4,969 12.7 717 281 4.110 Farmer, The - . 
California Citrograph 24.2 15,555 19.3 12,955 15,5 12.9 General Edition 14.8 11,634 15.2 11,416 
Capper’s Farmer 20.1 13,655 22 15,301 13,6 15,28 Local Edition 19.6 15.345 15.4 15,127 
‘Carolina Co-Operator 7.9 125 8.3 3, 360 ote 369 | itdaho Farmer 15.1 11,416 16.0 11,410 
suntry Gentleman Sd =6, oe b.3 22.000 29,949 == hOS Indiana Farmer's Guide +4 7.349 wae 6,032 7.334 
°K le itv on Th re es . Kansas Farmer 11.4 S794 7.4 140 8.59 
Farn 0 09 8.0 1,920 (09 1,920) Michigan Farmer 19.20 14,770 18.3 14,028 14,01 
Farm and Rane! 17.5 13,044 21.4 16,166 11,843 15,389 | Missouri Ruralist 16.1 12,213 11.6 8,821 9.100 
Farm Journal «& d 7 , Nebraska Farmer 15.7 11 +t 14.9 10,864 10,858 
Farmer's Wife 24 12.535 $3.8 14,279 12,449 14,15 $Average Four Editions 1¢ 11,858 15.7 11.419 11.31 
‘Florida Grower Mag 6 3,836 s.4 9,086 Hh ®S® | New England Home- 
*Idaho Granger Ce | 6,930 6.7 7,268 6,920 He stead 12 a.717 9.! 6,658 69 
| National Livestock , - , Ohio Farmer 18.4 14,11¢ 16. 12,768 1 ‘ 
Producer > 4,213 3.8 7 4,105 691 | lOregon Farmer 14.4 10.888 15.9 12.011 10.804 
Nation's Agriculture 7.9 51 4 1,651 “3 | Pacific Rural Press 
*New Jer Farm «& Northern Edition & i 7 4,326 { 
Garden iF 4 0 6o1 11,254 8,051 Southern Edition 3.7 2.04 20 1.492 1.959 
‘Ohio Farm Bureau §Both Editions 26.2 19,802 25.8 19,5190 18,936 
News su 1002 S.7 Wd 1,00 90 Pennsylvania Farmer 13.5 10.386 11.3 8.660 8,933 
Poultry Tribune Prairie Farme 
Kastern Madlition 13.2 6,502 15.1 Hi4e4 927 6,008 Ill « Ine Kaditions 14.4 1,818 14.9 10,852 10,791 
Central Edition 2.7 »445 11.1 4,761 18 1.554 | Rural New Yorke 11.2 S760 10 8,291 01 
Western Edition 10.6 4,530 9.3 4,002 4.476 4,002 | Wallaces’ Farmer 22.2 17.374 24.1 18,877 15,870 
Pacific Kadition 1.2 #810 10.7 4,590 1454 4.3 Washington Farmer 14 10.438 17.0 13.81 10,854 
Sin all 4 Editions 12 4,392 9.0 STO 1.338 S19 | Wisconsin Agriculturist 1 8.11 13.1 10,284 s 
Progressive Farmer 
Carolina-Va Kadlition 1S.S 13.68 15.8 11,501 13.054 11,27¢ Total Group 41.6 259,370 323.2 246,997 245.504 
CGieorgia-Ala. Edition 0.0 14,593 15.9 11,58 14,578 11,54 Weeklies— August 
Kentucky-Tenn, Ed'n 18.2. 13,214 14.7 10,718 13,197 10,711 |2Capper’s Weekly ON 6354 2.7 5.958 5.947 
Mississipp Edition 18.1 13,164 15.3 11,131 13,12 11,0 Dairymen'’s League 
Texas Kalition 18.9 13,792 16,2 11,78 13.681 11,679 News ‘ 2.745 1.0 2904 o GON 
In all Editions 1 11,161 13.4 9 11,144 9,730) Weekly Kansas City 
$Average 5 Editions. 18.8 13,688 15.6 11,345 13,646 11,261 Star Missouri Edition 2.7 6.629 2.5 9 6,257 
Southern Agriculturist. 11.3 7.887 9.8 o.028 1.879 ade Total Grou { 15.7 : 5 
Southern Planter 14 10,027 Ys 6,83 9,57 Hs todos TOUp yo a=’ 4 15,114 14,90) 
Successful Farming ee | 13,525 IZ.N 14,763 13,410 14.65 és Dailie August 
v ee Chicake Daily Drovers 
Total Ciro 62.1 28 1°s 416.5 220 908 1S4 004 Journal 11.4 hole o7 »? SGN "4.510 
i Kansas City Daily 
Monthlies— \ugust - Drovers Telegram 11.4 $204 15.9 83.758 24.204 
American Fruit Grower ' 2,842 61 2,706 S42 sof Omaha Daily Journal 
Arkansas Farmer aw 6,027 io O08 “ we Stockman 12 vyu 11,8 25,000 97% 
Wyoming Stockman St Louis Doaails Live 
Farmer 4.7 1205 1 1505 1,09 1,509 Steck Reporter S.3 17.63 ‘9 IS,892 1706 
Total Group 19.0 T3,074 15 10,329 12.808 1,1 Total Group 13.4 92 an 47 1OO,57TS 82.880 1 
se Ps aes a— August iru 
1 rnia Crane News 20.8 oo 2% 1,008 v4 “ ieuUres furnished pulblisher 
i r-Stocku i2 ' l t 116 504 Hse old for it 25S lines t praaae 14) format 7 lines te 
H | I) ; 1 4 10.4 44 10.081] 408 ils slit pages 
ur bat ! ' 6.1 1.81 5,7 if sues 4) u 4 
Ml ina ft ribet It 12,410 1 1 11 1 11,7 i s 1940-41] All hers ssu 1440-41 ‘ 
’ (ira Itull x4 buf 14,19 13 ‘ 14,108 tNo lucledt in t 
) 
is O} 
* * 
Linage Gains Prints Reference Issue Beaver Named Manager ca 
Freehold, Chicago real estate busi- Kenneth J. Beaver, since 1935 a 
Reported by ness paper, will publish a reference! with the Brewer-Weeks C ompan) 
issue early in 1942. It is planned) San Francisco, has been named soil 
Farm Papers that the book will be an annual manager since Maj. William A — 
feature, and this year’s 350-page Brewer, president of the agency, we 
Chicago, Sept. 10 September | issue will contain data on operative has been called to Army duty and of 
farm monthlies saw advertising| ome building, property manage- assigned to the Office of Civilian to! 
linage climb from the 239,906 lines |™ent, financing, government agen- Defense in Washington. sic 
for the month in 1940 to 263,128 | “les and will list more than 14,000 bye 
Le) “4 . “eVUd,lea . ) 
: ¢ 97 names of the National Roster of} 
> . ‘ UP TY 
lines for 1941 for a gain of 9.7 per Realtors. Ww 
cent. Three monthlies reporting | ni 
aa : noe © ry f 
for August saw linage climb from S k P “G _ 8 x 8xi0 C 
10,329 lines for 1940 to 13,074 lines | Sparks Joins azette 
ted . . . , In of 100. Sen yhoto o tis 
for 1941 or a 26.6 per cent increase, Floyd L. Sparks, for the past 1 O ot 08.95. oc a 4 = Diets cemeart P 
August semi-monthlies reported | years with West-Holliday Company, | 1!:c-1,000 
7 a is Discs in — . . . . ‘ ”-_-_ err 
a linage increase of 12.7 per cent| San Francisco newspaper represen- Enlargements Now at a Low Prices pa 
with 85.411 lines for the month in| tative, has been named advertising 30°=40°—$1. — . A ae -50 ea. an 
‘ e ‘ho 7 > ; ‘ -2 > or pnomntsé 
1940, compared with 96,241 lines in Berkele, “ the Daily Gazette COMMERCIAL ‘mi, 418 West 45, New York C.t ad 
erkKkeley, al. $ ; s \ 
1941. In the bi-weekly group there | AELe) wcounts in 37 states ae 
was a gain of 5 per cent with the 
246,997 lines for August, 1940, com- fin 
pared with 259,370 lines for August, “ 
1941 oo 
Ins) 
In the August weeklies there was pat 
a gain of 4.1 per cent with 15,114 pai 
lines for the month in 1940 com- law 
pared with 15,728 lines for the Rul 
month in 1941. The August farm cop 
dailies registered the only decline | 
with 100,578 lines for August, 1940, Se 
compared with 92,330 lines for 1941 N 
for an 8.2 per cent decrease List 
ton 
a ? lanc 
’ ‘ 
Opens “Treasury Houses will 
. , i H 
Following the opening of “Treas- Cle 
ury House” in Washington, D. C., 
for the sale of defense stamps and 
bonds, Esso Marketers has opened 
similar displays in New York at 
Rockefeller Center, and in Boston 
on Boston Common Displays of 
ordnance used by Army, Navy, Ma- 
rine Corps and Coast Guard are 
located around the new “Treasury 
Houses,’ with officers and men on 
hand to explain and demonstrate 
equipment 


Adds Outdoor Panels 


Following its consumer campaign 
in national magazines, Piper Air- 
craft Corporation, Lock Haven, Pa 
is offering a cooperative outdoor 
advertising campaign in cities where 


its dealers are located. The sug- 
gested poster depicts a Piper Cub 
in flight, with an eyecatcher pro- 


claiming that flying lessons can be 
had for one dollar Hutchins Ad- 
vertising Company, Rochester, 
directs the account 


WMCA Adds Thomson 


Charles Thomson has joined the 
sales staff of Station WMCA, New 
York. He was formerly on the ad- 
vertising staff of the New York Sun 
and previously with The American 
Weekl New York 


a horse!” cried Richard III 


but he didn’t know about SMilec 


See Esquire’s ad on pags 
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m 7 Scott Radio Head to - with other media. Other officers are: Frank I. Ritchie, 
FTC Co plaint Talk to Marketers Link Posters Other speakers were: E. C. Gould, | Brookville, Ont., first vice-presi- 
i ’ . Brantford, Ont.; W. T. Sutton, vice- | dent; J. R. Robertson, second vice- 
Hits False Agency _F,, He Scott, president of EH. ae ee ee Sa hades Cotaes |pesdieat: 2, fe Codi, roaneenss 
. co adio Laboratories, wi is- ° . cretary. ; Nea Diins wep i 
‘“ "cs Toronto; R. Paulley, Claude Neon- | Secretary, and O. J. Callary, Mont 
Claims, Sales Plan cus “Mme Technique of Selling « Canadians Told oe ee Oe ca bauaes Senaneoeerer, 
suxury roauc iro 1 Via rdaer . o : ’ "y ’ 
Washington, D. C., Sept. 11—A Methods” vee al as enamine fall Calgary, Alta., Sept. 8.—No single H. A. Corbett, president, Williams- ae a 

story of an allegedly deceptive sales meeting of the Chicago chapter of medium is doing a complete adver- Thomas, Ltd., Montreal; George T. Adds Sophie Jakobsen 

plan for prefabricated houses which the American Marketing Associa- tising job today, the members of Kester, Winnipeg; J. C. Latehford | Sophie Jakobsen, formerly with 


involved the use of the names of ——. Tuesday, ee , ld at 6:30 the Poster Advertising Association | and A. E. Hall, E. L. Ruddy Com-|Charles R. Stuart Advertising 
fict tious advertising agencies is at lag weer 2 Se a Clu . 'N of Canada were told at their annual pany; Watson Hook, Hook Signs,| Agency, San Francisco, has been 
told in a Federal Trade Commission . play sercivemesegnal _ i 


ae . @ [re , “*harle Ria Senne s _ranivalc ’ .o:;| named production manager of the 

( Michigan avenue. convention here by Charles R. Calgary; B. Bracegirdle, Winnipeg; ree NE ste cen por Ta t Brisa Peco 

complaint against Nomis Corpora- eee Brenchley, general manager, Neon|V. L. Stewart, Stewart-MclIntosh, Davis & Staff . tr 

~ . . ss T in . , . : Ler S & Ootlall. 

tion, Stoker Corporation of America, Ovens New Office Products of Western Canada and Ltd., Vancouver, and R. Martin and Se ree 

anc the principal stockholder of pe Ruddy Duker Company. He there- William Muir, both of Hook Signs, Color Ads fo Ad Hats 

each. Kelly-Smith oe newspa- | fore advised poster advertisers and Edmonton. J am ra 
According to the complaint, nei- | per representative, has opened an) operators of poster advertising) Maurice L. Brown, vice-presi- |, “dam Hat Stores, New York, will 

ther of the two companies makes | Office in San Francisco in the Bank 


: ° . ; launch a campaign of color adver- 
ee prefabricated dwellings adver- of America building, 300 Montgom- snes to study ogre of — peer I pcos Signs, Ceaery, | was tisements in ge newspapers 
rhtg om oor ~ ery street. Ralph W. Mitchell is Medium and then use it to the elected president, succeeding Harold | ¢¢om coast to coast starting the mid- 
tised as “Nomis Ready-Cut Homes. manager. fullest advantage in conjunction V. Gould, St. Catherines, Ont.| dle of September 
Nomis formerly had headquarters . , 
in Lafayette, Ind., but now operates 
from what FTC refers to as “a so- 
called branch office’ in Jackson- 
ville, Fla. Simon Levy, a respon- 
dent and the principal stockholder 
of Nomis, resides there. Stoker has 
headquarters at Indianapolis, and 
Charles B. Levy is the respondent 
and stockholder. 

FTC charges Nomis used the 
fictitious name “Lingle Advertising 
Agency” and Stoker traded as 
“Aprocs Advertising Agency,” both 
terms having been adopted to de- 
ceive prospective distributors and 
ultimate purchasers in‘o believing 
Nomis and Stoker to be well-estab- 
lished and reliable manufacturers 
of nouses. 


“Blind ads” placed in newspaper 
classified columns represented that 
persons answering would have an 


opportunity to make an advanta- 
geous connection with a_ reliable 
factory; that distributorships were 


open “for one of America’s greatest 
opportunities”; and that “$500 cash 
capital” was required of distribu- 
tors 

FTC charges the $500 was really 
a down payment on houses, that the 


so-called distributorship contracts 
were actually contracts for the sale 
of houses to the so-called distribu- 
tors; that contracts included provi- 
sions permitting down payments to 


be forfeited; and that contracts 


; were so drawn as to make it well- J e 

nigh impossible to comply and avert 
" forfeiture of the $500. MAL * 
J ———— 


Places Safety Copy 


Certainly, a little advertising is better than none 
The Travelers Insurance Com- . — ‘Over: 
pany, Hartford. has taade arranee- at all. . . but best results come from coverage 


“home” daily newspapers have 50,287 more cir- 
culation than any “outside” newspaper. They 


ments to run a series of educational which goes right to the ‘grass roots” . . . from command a market of 652,559 people who spend 
advertisements in New York stat . . > Te bl : ; 
a ake aoe” BR oh a circulation that has VOLUME plus ACTION! more than $126,000,000 annually in retail stores. 
- the main points of the state’s new What do milline rates matter, unless there ts “ : 7a 99 

financial responsibility law and of- : ine circulest anil ae od ie BREAD AND BUTTER 
] fering a simple digest of the law, intensive circulation and sufficient reader inter- 


For example, food sales in the 23 Southwest 
Dailies cities amounted to $16,780,000 in 1939. 


which becomes effective Jan. 1. The 


est to get results? 
insurance company is following a 


pattern laid — ha gps — AHEAD—BY 50,000! Food product advertisers in these “home” dailies 
paigns in other states where such - - : : : : 7,2. 2 ” 
as bed leek aceeeed Weeme & In Oklahoma, your main market is outside the received a big bonus in dealer “tie-ins,” plus 
Rubicam prepared and placed the big cities .. . where the local daily newspaper is many other forms of point-of-sale cooperation, 
copy ° : . . . + 
" eee the leading influence in the home, the leading But above all, they put their advertising where 
& § , y | & 
Select List to Meet advertising medium for your dealer. In the 23 it had enough circulation to influence the mar- 
Newspapers of the Ohio Select counties of the Southwest Dailies group, these kets they wanted. 
List will hold their annual conven- 


tion at the Hotel Statler in Cleve- 


st Sop ah and, 22 "The meeting HIT HOME --- WITH THE “HOME” DAILIES OF OKLAHOMAI 


H. Burton of Ohio and_ several 


Cleveland advertising men 
—. ALTUS Times-Democrat (ES) HOBART Democrat-Chief (ES) 
ALVA Review-Courier (ES) HOLDENVILLE News (ES) 
Pi] ANADARKO News (ES) LAWTON Constitution (ES) 
OC) CLAREMORE Messenger (MS) MANGUM Star (ES) 
CLINTON News (ES) NORMAN Transcript (ES) ZONES OF 
it e CUSHING Citizen (ES) NOWATA Star (ES) “aaa 
7 O° DUNCAN Banner (ES) OKEMAH Leader (ES) SOUTHWEST 
DAILIES 
| DURANT Democrat (ES) PAULS VALLEY Democrat (E) GROUP iy 
| when you think of SPOTS ELK CITY News (ES) PERRY Journal (E) 
thi f hn Blair! . — ; = a . . 
| ne ee ene EL RENO Tribune (ES) SEMINOLE Producer (ES) én Chen bbs eine 
| FREDERICK Leader (E) VINITA Journal (E) my sense ~oBOS,908 
Counties -652,559 
HENRYETTA Free Lance (ES) Trade Areas 939,033 
(2)_& COMPANY i 3 : i) i 
cay NATIONAL STATION NEW YORK ¢ CHICAGO ¢ DETROIT © MEMPHIS © OKLAHOMA CITY | & 
— REPRESENTATIVES’ 
Line See arner sor tantanee se an 
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“Canadian Home” Raises | MIDNIGHT OIL LIGHTS UP NEW JERSEY HORIZON pected to reach 3,000 in the ni 
- z future. The company’s tripled pe, - 

Rates, Trims Page Size | sonnel has boosted its payroll {5 

Canadian Home Journal, Toronto, | more than $23,000,000 a year 
has announced an advance in rates, | wage outlay representing half 
a change in mechanical require- : : . 
ments, a circulation increase and a| factory payredl of Futerson. 
shortening of the contract period How Industry Has Expanded 
with its new rate card No. 37. . ‘ - 

Advertising rates are advanced | d sere oa i oe v 
from $1,300 per full page to $1,375 ustria ersey nas moved ahead 


and from $1.95 to $2.10 per agate 
line. The present circulation guar- 
antee of 225,000 has been raised to 
250,000, and the page size reduced 
from 700 lines to 680 lines. These 
changes are effective with the April, 
1942, issue, at which time the maga- 


zine will accept advance orders for | 


three months only at current rates. 


G. A. Phillips Named 

G. A. Phillips, advertising man- 
ager, Cluett, Peabody & Co., New 
York, has been appointed to the 
board of Point of Purchase Adver- 
tising Institute, New York. The in- 
stitute is representing the Associa- 
tion of National Advertisers’ in 
conducting a nation-wide survey on 
the effectiveness of point-of-pur- 
chase displays. 


mT 
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Ship and Plane Building 
Pace Widespread In- 
dustrial Boom 


Newark, Sept. 10.—If a state can 
|be described as having a split per- 
| sonality, New Jersey qualifies as 
ithe Dr. Jekyll-Mr. Hyde of the na- 
tion’s commonwealths. Teeming 
|/northern industrial areas contrast 
strangely with cool, relaxing south- 
)ern coastal stretches, dotted with 

many a sleepy fishing village that 
|might well be 1,000 miles from a 
metropolitan center. Hundreds of 
| thousands of motorists who traverse 
Jersey's broad, modern express 


y " sir eAvPerNness sli Mm ‘ . 
highways in their eagerness to SLIP | the fore aircraft manufacturing and 


|away from torrid city zones for a 
|few hours or a few days know 
| these extremes well. 

| The advent of the defense era 
|has accentuated the contrast. The 
larteries that draw away from the 
Jersey end of the Holland and 
| Lincoln tunnels, the George Wash- 
|ington bridge and the ferries that 
ply across the Hudson River lead 
into the hub of one of the most di- 


| versified scenes of activity to be 
‘found on the continent. Jersey 
|City, Hoboken, Paterson, Passaic 


Night is turned into day by 24-hour defense production schedules that permit no letdown. 
Hyatt Bearings Division of General Motors in Harrison stab out into the darkness. 


Defense Turns All of Jersey 
Into Beehive of Activity 


Weehawken, Bayonne, 
Elizabeth, Trenton, Camden: 
sands of plants going full blast, | 
producing almost every conceivable | 
military as well as civilian need. 


A Billion and a Half 


In time of peace Jersey’s indus- 
trial versatility is spelled in terms | 
of canneries, meat packing houses, | 
soap and perfume factories, petro- 
leum refineries and metal smelters, | 
textile mills, electrical manufactur- 
ing foundries, paint and chemical | 
plants and automobile assembly | 
plants. All of these have intensified 
their production, but defense needs 
have almost dwarfed the magnitude 
of these enterprises by bringing to 


shipbuilding. 

Approximately = $1,615,604,000 
worth of defense orders have been 
placed in this state—equivalent to 


$355 for every man, woman and 
child resident. Only one _ other 
state, California, has received 


greater allotments of defense funds. 
The more than a. billion-and-a- 
half figure impressive in itself, 
but to this must be added an in- 
calculably large total from sub-| 
contracts, the natural result of! 


IS 


"| widely diversified industrial capac- | 


New Jersey... 


GREATEST 


DEFENSE EXPENDITURE AREA 


2,640 Buses 
Serving a Population 
of 3,800,000 


® New Jersey has received more defense orders 


than any other state. 
lated, booming area a 
tising activity. 


Make this densely-popu- 
key point in your adver- 


See that your name and trade- 


mark are kept constantly before the public by 


Public Service bus posters—emphatic reminders 


that are efficient and in 


expensive. Our buses will 


carry your poster 250,000 miles per day. 


For Bus Poster Information Write 


PUBLIC SERVICE COORDINATED TRANSPORT 


80 PARK PLACE, NEWARK, N. J. 


A-846! 
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| ity. 


| 
} 


| stimulus 
| State 


| ration, 


| to provide steady employment for 
}a minimum 
| figure covers chiefly fighting ves- 


| tion 


Ship and Aircraft Orders 


The industrial | 


unprecedented 
given 


defense has this | 

is perhaps best illustrated | 
when specific jobs in hand are 
enumerated. Topping the list is | 
$188,085,394 in contracts awarded 
to New York Shipbuilding Corpo- 
Camden. When added to 
previous contracts on hand, this 
the value of uncompleted 
contracts held by the company at 
this time to $515,000,000, estimated 


boosts 


of seven years. This 


sels. The New York Shipbuilding 
yard is one of the few in the coun- 
try equipped to handle construc- 
of dreadnoughts. The South 
Dakota, a 35,000-ton battleship, is 
nearing completion and will be 
| launched shortly. 

Under construction or on order | 
j}at the Federal Shipbuilding and} 
| Drydock Corporation yards at! 
| Kearny are vessels totaling $449,- | 
500,000, assuring the plant’s 10,000 | 
workers steady employment for at) 


TO "KEEP 'EM FLYING" 


Wright Aeronautical Corporation's Pat- 
erson plant now has an annual payroll 
of $23,000,000 a year, representing half 


Newark, | least two years. 
thou-| boats to be built by the Electric 


Brightly lighted windows of the 


Orders for torpedo 


Boat Company in Bayonne swell the 
naval volume still further. Mil- 
lions of dollars in contracts have 


,}enlarged main plant, production 
|pacity has 


‘field; Quimby Pump Company, 


at a pace that has statisticians rr }- 
ing. Mention of a few will sufice 
to illustrate this point. In addition 
to Wright in Paterson, which as 
taken over three plants outsid 


been stepped up by 
Curtis-Wright, propellers, in ( 
ton; Air Associates, plane ins: -\y- 
ments, Bendix; Clips Aviation )1j- 
vision of Bendix, Bendix; (tis 
Elevator Company, airplane cr: nk 
cases, Harrison; Crucible §S 
Company, Army ordnance, Harri- 
son; American Type Founders, a: tj- 


|tank and machine guns, Elizab: th: 


Singer Sewing Machine Company, 
firearms, Elizabeth; National P: 
matic Company, Army and N vy 
ordnance, Rahway; Walter K 
& Co., fire extinguishers, Blow m- 


val pumps, New Brunswick; Ph 


Seething Port Newark, vital link in Northern New Jersey's defense transportation 
system, is today experiencing the greatest activity in its history. 


also been awarded to steel plants, 
machine shops and factories en- 
gaged on still other naval assign- 
ments. 

Turning to aircraft, Wright Aero- 
nautical Corporation, Paterson, has 
been awarded engine contracts to- 
taling almost $300,000,000. When 
war broke out abroad in Septem- 
ber, 1939, Wright had 5,000 workers 
on its payroll. Today it employs 
17,000. Engine output is now well 
over 1,000 units a month, with the 
volume rising every month and ex- 


Corporation, batteries, Trenton. 
The list might well be extended 
for pages. It encompasses in its 
scope numerous non-defense plants 
as well as those only indirectly af- 


fected by the emergency. Official 
construction records for the past 
three years reflect the expansion 


trend dramatically: 
Industrial Expansion Picture 


For the year 1938-39, 403 permits 
were issued for new plants and ad- 
ditions, representing a value of $4,- 


/n New Jersey 


The National Outdoor Buying Trend 
i's More and More to 


TROWBRIDGE 


NEWARK, N. J. 


1937 1938 


1939 


-—— 


1940 1941 


TROWBRIDGE NATIONAL OUTDOOR ADVERTISING SALES 


PAINTED BULLETINS 


the factory payroll of that city. 


Hewark Metrupolitan Markel of 7 
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682,433. For 1939-40, the number 
rose to 873, valued at $12,753,326. 
For 1940-41, a peak of 1,616 plant 
approvals was attained; value $24,- 
735,821. The latter figure brings 


the record up to the year ended | 


June 30, last. Officials attribute 
frm one-third to one-half of new 
incustrial construction to defense 
recuirements, with a large part of 
the remainder undoubtedly affected 
indirectly. 

nly by poring through the 
thousands of individual contracts 
awarded to New Jersey industry by 
the Navy, Army, Marine Corps and 
vaiious federal agencies is it possi- 
ble to get a complete picture of how 
the state’s remarkable diversifica- 
tion of effort is spreading new dol- 
lars through every area that pos- 
sesses manufacturing facilities. 


Every Item in Demand 


The contracts cover not only the 
combat equipment and supplies that 
are synonymous with war, but nu- 


merous other articles that are a: | 


essential to military forces as they 
are to civilians. 
order for lockers and trucks, $35,- 
950, Everwear Trunk & Luggage 
Company, Newark; adhesive plaster 
$1,386, Industrial Tape Corporation 
New Brunswick; shaving brushes 


$20,000, Rubberset Company, New- | 


ark; rubber bands, $1,872, Mortir 


Rubber Company, Long Beach: 
scissors, $4,987, W. H. Compton 
Shear Company, Newark; sugar 


$2,547, Greenspan Bros. Company, 
Perth Amboy; pencil sharpeners 
$8,196, C. Howard Hunt Pen Com- 
pany, Camden; drugs, $45,942. 
Merck & Co., Rahway; coffee urns, 
$46,415, S. Blickman, Weehawken: 
first aid dressings, $224,522, John- 
son & Johnson, New Brunswick: 
feather pillows, $20,750, Burton- 
Dixie Corporation, Newark; cups 
$13,369, Celluloid Corporation 
Newark; linoleum, $7,560, Congo- 
leum-Nairn, Kearny; pajamas. 
$144,450, Sigmund Eisnes Company 
Red Bank. 

These contracts, selected at ran- 
dom, indicate the insatiable appe- 
tite of the preparedness effort. At 
the same time, they furnish the key 
to the upward sweep of the state’: 
basic business indexes. 

For the week ending May 15 
1941, a representative group of 78 
major industrial plants reported 
343,928 factory wage earners, a! 
increase of 28.1 per cent over the 
268,485 total for the same week o 
1940. During the same week thi: 
year, wages for these workers 
totaled $11,802,468, a 55.7 per cent 
increase over the $7,581,038 col- 
lected during the same week a yea) 
ago. Average weekly pay enve- 
lope this year was $34.32 against 


$28.24 last year, a rise of 21.5 per 


cent. 

According to F. W. Dodge Cor- 
poration, contracts awarded for thc 
construction of one and two-fam- 
ily houses in New Jersey during th« 
first six months of this yea 
mounted to $32,782,000, comparec 
with $21,668,000 during the first six 
months of last year. Constructior 
% manufacturing buildings, ex- 
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Represented by 
Paul H. Raymer Co. 


cluding cost of equipment, 
amounted to $24,668,000 for the 
| first half of ’41, compared with $6,- 
852,000 for the first half of °40. 
The telephone situation also gives 
an interesting clue to activity in the 
| state. Private telephone installa- 
| tions are becoming hard to get. 
| During the first six months the 
;net gain in the number of ‘*phones 


|year of 1940. Practically every ex- 
| change in the state has been en- 
|larged at least once, while in in- 
|dustrial areas the increases have 
}ranged from 50 to 80 per cent. 

Despite the fact that advertising 
| throughout the country has lagged 
|far behind general business indexes, 
|Media Records figures for newspa- 


exceptionally high figure in 1940,| New Jersey, returns filed during the 
but total linage this year moved| first six months of this year totaled 
up 3.5 per cent over last year’s total | 610,942, a jump of 78 per cent over 
volume. | the 343,248 returns reported for the 
same period of 1940. Actual income 
)tax revenue for the first half of 
Bank debits for that portion of 1941 was $76,504,452, compared with 
New Jersey included in the second | $44,353,761 for the first six months 
Federal Reserve District (New / of 1940, a rise of 72 per cent. 


Income Tax Gives Picture 


|per volume in representative New 


York), show a rise of 17 per cent| 


Public 


For example, an | 


throughout the state was 40,000) Jersey industrial areas show gains 
more than during all of 1940. This | the first six months of 1941 


. | for 
brought the total to 815,000—high- | against the same period a year ago. 
In Newark, for example, retail 


est in the history of the state. 

During last year the daily aver-/|linage was up 8.3 per cent, while 
age number of calls was 3,250,000. | total advertising showed. a rise of 
This year the average is up to 3,-/|7.4 per cent. In Trenton, retail and 
600,000. During the first six months | total linage each jumped 5 per cent. 
of this year 650 private switch- |Camden’s retail linage for the first 
boards were installed, while only | half of the year was down 4.5 per 
440 were installed during the entire | cent from what is regarded as an 


riod of 1940. For southern 
Jersey, which is part of the 
Federal Reserve District, 
debits for May through June, 
were up 21 per cent over the 
parable months of 1940. 


any other basic index: 


New 
third 
bank 
1941, 
com- 


Income tax returns reflect general 
business conditions as accurately as 
in northern 


Service Electric & Gas 


in the three months ended June 30, Company, which serves the entire 
1941, compared with the same pe- 


| state, also emphasizes the steady 
| increase of New Jersey’s industrial 
|activity. Week by week power out- 
|put records for 1941 have consis- 
'tently shown gains over the com- 
|parable periods of 1940. The 
/expansion is averaging about 20 per 
cent. 

In July, 1940, there were 58,250 
employes on WPA rolls in New 
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Esquire’s beloved Billy Phelps quotes SMileage indeed. That's sanity smooth- 
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TILLIAM LYON PHELPS quotes SHAKESPEARE 
...and SMileage sells another pack of cigarettes 


| Shakespeare, or coins a pithy phrase him- ing out those persistent blitz-jitters. THE SMILEAGE CHART 
self... and 5,000,000 Esquire readers AN AUDIT OF THE EDITORIAL HUMOR 
| chuckle contentedly! For W.L.P.'s That's a tonic for ad-anemia, too, Mr. a oe 
column, “Esquire’s Five-Minute Shelf,” Advertiser. SMileage ranges the humor See ee ee ee oa a 
is a choice dish of scholars and skimmers and vitality and verve of Esquire behind , Seanios 26,642 sont 
who have a book, and want another. your advertising. SMileage, Esquire’s ~~ 5.110 28 8% 
Learn about Barrie from a man who can great envigorant, brings you readers in 3. American Magazine 3,094 5.8% 
quote Lou Gehrig, too: weigh Petronius the mood to buy. SMileage sells books 4. Collier's 2.198 8.4% 
against the old Police Gazette. That's and cigarettes! 5. Sat. Eve. Post 2,177 6.1% 
6. Liberty 501 2.5% 
fount SMileage in on your Holiday advertising this year! $. Cxnmepeiiten 190 0.9% 
Now is the time to place your ad... 8. Good Housekeeping 381 07% 
Forms are filling up now for the fabulous Holiday issues! 9. Life 
10. Time - 
Here's what Mr. W.C. Foley, Vice President of Philip Morris & Co. Ltd. Inc. bas to say about Esquire’s SMileage Report for the fret viz months of 1961, compiied by the 
Editorial Avnatyria Bureau of the Liowd H. Hall Co 
We feel about the SMileage in Esquire a little bit the way the potato must feel about parsley. SMileage is just 
| a something extra which Esquire lends to the pulling power of our advertisements. SMileage means a lot of One of a series interpreting SM, 
things and we have found all of them good for our Philip Morris advertising.” 
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Jersey. By the end of June, 1941, 
there were only 40,436, a drop of 
50 per cent in a year. 

Jeb placements by the Jersey 
Unemployment Compensation Com- 
mission totaled 16,916 for July, 
1941, an increase of 110 per cent 
over July, 1940. The commission’s 
active file of registrants, moreover, 
has decreased by 63,634 during the 
past year, the number for Aug. 1, 
1940 being 255,278, compared 


as 


with only 191,644 for Aug. 1 of this | 


year. 


Retail Sales Up 


The flood of defense dollars which 


has landed in the pockets of New 
Jersey wage earners has, to a large 


degree, continued on its course into | 


consumer goods channels. 
for the first six months of this year 
automobile sales were up 33.9 per 
cent, compared with the first half 
of 1940. Department store sales 
during the same period rose an 
lestimated 14 per cent. 

' The commercial and industrial 
boom that has taken hold of New | 


|Detense Jobs 
| in Kansas Total 
| 285 Millions 


In the fiscal year ending June 30, 
1941, Kansas received 285 million 
dollars from defense expenditures. 

Much of that total was spent in 
Wichita . . . Kansas’ booming, num- 


that’s not hay! No sir! That kind of 


government spending means plen- | 
ty of consumer buying. 

And your product will be in de- | 
mand in Wichita if you tell people 
| about it through KFBI, the ‘‘Pio- | 


neer Voice of Kansas. 
selling—NOW! 


‘-v'n awh Any 8 
The Pioneer Voice of Kansas 


-KEBI- WICHITA 


| 5000 WATTS DAY © 1000 WATTS NITE 
cea 


Thus, 


| that cropped up during the World 


| level 
|moved upward 


| 


| find girls for domestic work. 


| posed a 


, | Jersey farmers. A survey conducted 
ber one metropolitan market. And | 


Let’s start | 


| rocketed, 
| being 


| last 


|at Rutgers University revealed that 


MONEY ON THE MARCH. 


them. Members of the class of 41. 


| experienced the unique sensation of | 


having a choice of jobs, 


| find 


instead of 
scurrying about after graduation to 
a berth. Many of the men 
joined the armed forces, but place- 


| ment officials at Princeton, Rutgers 
|and other institutions reported diffi- 


culty in filling all the requests from 
employers. Engineering graduates 
were especially in demand. 

As a measure of insurance for 
continued New Jersey prosperity, 
many state leaders are giving care- 
ful consideration to the plight in 
which many non-defense manu- 
facturers may find themselves when 
priorities cut down their supplies. 
With some factories, especially in 
the house furnishing field, already 
being forced to close down, the 
New Jersey Council is making an 


|organized effort to secure defense 


| sub-contracts that will tide over the 


Vewark Eve ning Ne ms Photo | 


Busy Market Street in Newark with shop- 
pers jamming the sidewalks. 


| Jersey is bringing with it a repeti- 
| tion of the household help problem 


War. Despite the fact that the wage 
for household workers has 
substantially, em- 
ployment agencies report that the 
preference for plentiful factory jobs 
has made it almost impossible to 
The shortage has likewise 
serious problem for New 


labor 


by the State Agricultural Service 
7,164 men were needed urgently by | 
farmers in 11 counties. So serious 


jis the pinch that it may be neces- | 


sary for farmers to curtail next | 
year’s crops. The proximity of | 
agricultural labor to industrial cen- 
ters has lured farm hands to the 
factories. Farm wages have sky- | 
with inexperienced men 
offered $35 a month with 
room, board and laundry. Seasoned 
workers are demanding and getting | 
$100, and superintendents of many 
small farms are being paid $150. 
The new prosperity found more | 
jobs available for college graduates 
June than applicants to fill 


| Wi 


HEART of INDUSTRIAL 


NEW ENGLAND 


Here payrolls soar and spending hits new highs 
_ || as Worcester’s widely-diversified industries work 
overtime for National Defense. Here in normal 
times 88,000 Worcester Area workers earn 
$2,000,000 weekly — now the figure approxi- 
mates $3,219,320, a gain of 60 per cent. 


This rich and densely-populated market is covered 
by The Telegram-Gazette alone. Circulation: more 
than 128,000 daily. Population: Worcester 193,694. 
City and Retail Zone 440,770. Other communities, 
immediately adjoining. swell to more than half- 
a-million the number served by Worcester stores 
and influenced by Worcester newspapers. 


TELEGRAM Save 


WORCESTER MASSACHUSET Ts 
Ceorce F. Boorn, Publishth- 


k and ASSOCIATES, NATIONAL REPRESENTA 


| sire 


| to 


| try, 
| curtailed. 


ling 
lof 
{months is a definite 


| Appliance 


small plants until they can re-tool 
their equipment to make their usual 
products of materials not restricted 


_by defense priorities. 


More than 2,000 factories in the 
state have already expressed a de- 
to get sub-contracts. Data 
about these plants are being turned 
over to the Federal Reserve head- 


| quarters in New York and Philadel- 
| phia, 


for transmission to the OPM. 


Uses Story Book 
Technique to Sell 


Gas Appliance Plan 


Institutional Copy Seen 
as 
in Coming Months 


New York, Sept. 
by the threat of priorities, manu- 
|facturers and utilities are proceed- 
| ing full tilt with the promotion of 
jmajor gas and electric 
consumers and dealers. While 
the impact of the defense program 
ll certainly be felt in the indus- 
production has not yet been 
Consumer _ advertising 
copy still attempts to do a real sell- 
job, although the substitution 
institutional copy in = coming 
possibility. 
promotion cam- 
the Association 
and Equipment 
facturers is built around a portfolio 
mailed last week to gas utility 
executives and dealers. Entitled 
“Once Upon a Time,” the book 
employs the story book technique 
to put over a forceful merchandis- 
ing story which recites the trials 
and accomplishments of a man who 
made his living selling appliances. 

To set him straight on what the 
American homemaker wants, 
salesman’s wife points out 


11.—Undeterred 


fall 
of 


sales 


The 
paign 


that 


“1,742,000 modern gas ranges were | 


sold last year and not only that, | 
but thousands bought the’ very | 
finest cooking appliance . the CP 


gas range!” 
Offers Merchandising Plan 


Following the story is a complete 


merchandising plan for gas utili- 
ties and dealers. In addition to 
sales aids, the portfolio includes 
direct mail pieces, newspaper mats, 
window and sales floor displays, 
and a cook book, and winds up 
with a recording of a message to 
the gas industry from Lowell 
Thomas. 

For the utilities, on the other 
hand, the American Gas Associa- 


tion is carrying On a magazine cam- 
paign equal in size to fall promo- 
tions of previous years. Appearing 
monthly, full page, four-color copy 
built around two themes—‘the 
jobs” of cooking, refrigeration, 
home and water heating which can 
be accomplished by gas appliances, 
and the single job of cooking. 

The campaign will continue 
through June in Better Homes 
& Gardens, Good Housekeeping. 
Ladies’ Home Journal, Life, Mc- 
Call's and Woman's Home Com- 
panion. McCann-Erickson the 
agency. 

For electric 


Is 


big 


is 


the 


appliances, Mod- 


BOOSTS FALL SALES 


gas range promotion plans for fall. 


its first consumer film, a 40-minute 
reel in full color entitled, “It Hap- 
pened in the Kitchen.” 
tional aid that appeals to both eye 
land ear, the film will be presented 


women’s clubs, trade and profes- 


Possible Substitute 


of Gas | 
Manu- | 


the | 


'sional groups and Granges, in addi- 
'tion to the general public. 
|household situations are used to 
|dramatize the advantages of appli- 
ances in the “all-electric kitchen.” 
In addition, the Kitchen Bureau 
is proceeding with its promotion of 
|electric ranges in five women’s 
| magazines. Copy will continue 
through December. Ralph H. Jones 
| Company is the agency. 


| Gives Copy Ruling 


| Dixie Gilmer, county 
has given a request ruling on the 
ladvertising of goods to be 
| below cost.” In answer to 
| Wigg, secretary of the Tulsa, 

Better Business Bureau, who said 
| he had no case in mind, Mr. Gilmer 

ruled that such advertising was, in 
| his opinion, illegal. 


E. T. 
Okla., 


appliances | 


Chicago Adwomen Meet 


The Women’s Advertising Club 
of Chicago will hold its first meet- 
ing of the year Sept. 16 at the 
Bismarck Hotel. Buell Patterson, 
director of publicity for American | 
Air Lines, 
featured speaker. 


ern Kitchen Bureau has put out) 


A promo- | 


by the utilities to churches, schools, | 


Real-life | 


attorney, | 


“sold | 


GE Shifts Gundell, 
‘Macaulay and H. P. Smith 


Glenn Gundell, formerly 
charge of advertising and sales pr. 
motion activities of General Ele 


|tric air conditioning and commer- 
icial refrigeration at Bloomfie! 
J., has joined the advertisir 


| divi ision of the G-E appliance and 
merchandise department, Bridg: 
port, Conn. 


Ernest Macaulay, formerly G-F 


advertising supervisor for elect) 
clocks at Bridgeport, has be 
appointed advertising and _ sa 


promotion manager for the air con- 
|ditioning and commercial refrige 
|tion department, Bloomfield. Haro'\q 
| P. Smith, formerly assistant to 1 
|}advertising manager, appliance ar: 
merchandise department, Bridge- 
port, has taken on new duties in ti, 
G-E accounting department 
Schenectady, N. Y. 


Cover of dealer portfolio pushing CP | 


Engles Resigns From NBC 
| George Engles has resigned «s 
vice-president of the National 
| Broadcasting Company. He a! 
|relinquished his post as manag): 
director of NBC concert service a: 
president of the Civic Concert Se: 
lice, which is affiliated with NBC 
Mr. Engles, who has left New York 
|for a month’s vacation, will an- 
nounce his plans upon returning 


I IO A IO tk 


| Month after month, 
and year after year, 
NATION'S BUSINESS 


continues to be the 


magazine MOSt wanted 


by business men. 
Between March 1934, and 
August 1941, Nation's Busi- 
ness gained 113,865 sub 


scribers, an average of 1,265 
a month for 90 months. 


will be the club’s Best eI I III te ke tO 


THE WESTERN WASHINGTON MARKET BOX 


SERVED BY KOMO 


Though the sides 
of this market 
are rigid, the 

quality of 
the market 

8 superior 

In this 


compect 


area 
live 62 
of Washington 


CANADIAN BOUNDARY 


State's population. 
5‘; of these 
people own 
radios and they 
control 64! , 
of the retail 
sales, 66°, of 
. . the buying power, 
" and have $107.00 
more to spend 
than the average 
U. S. citizen. 
More people 
are buying more 
in this progressive 
Western 


CASCADE 


Washington 


market. 


This market is served adequately by 
KOMO — now 5000 watts full time. 


As the sides of a box are rigid, so are the limits 
of this market. These limits are North, Canada; 
East, Cascade Mountains; West, Pacific Ocean, 
and South, the Portland market. 


KOMO-NBC RED Network 
Seattle, Washington 


Represented Nationally by 
Edward Petry & Compony 
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Ar Ogle Puts Ad 
Experience to Work 
in Running Hotel 


Ft. Lauderdale, Fla., Sept. 11.— 
Arthur H. Ogle, well known to the 
national advertising world for his 
work aS Managing director of the 
Association of National Advertisers 
and advertising 
manager of 
Bauer & Black, 
is now managing 
director 
proprietor of the 
Lauderdale 
Beach 
this growing re- 
sort city, 
north of Miami, 
but he has not 
forgotten the 
successful adver- 
tising and mer- 
chandising tech- 
niques Which he employed while in 
the national advertising field. 

The Lauderdale Beach Hotel has 
an advertising and sales promotion 
budget based on a minimum of 5 
per cent of sales, which is one of 
the highest in the field. Conse- 
quently it is possible to carry on 
consistent advertising of a_ well- 
rounded character, including the 
use of national magazines, news- 
papers and direct mail. The record 
of increased business enjoyed by 
the hotel proves that in this field, 
is others, it pays to advertise 


Arthur H. Ogle 


Traces Sources of Business 


One of Mr. Ogle’s hobbies has 
been tracing the source of new 
business, and while most of his 


guests learn about the facilities of 
the Lauderdale Beach Hotel be- 
cause of recommendations of 
friends, 16 per cent of those visiting 
the hotel for the first time last sea- 
son came as a direct result of 
sing. Since about half of 
the business comes from new cus- 
tomers, this is a highly important 
contribution. 

An analysis of sales also shows 
that the hotel in the 1940-41 season 
received 51 per cent of its business 
from former guests, a remarkable 
figure in this field. The percentage 
is increasing, as the figure for the 
previous year was 38 per cent, and 


advert 


the year before that 23 per cent. 
Highly specialized direct mail to 
former guests, based on careful 


handling of a list of 3,000 names, 
has helped to build up this fine 
record of repeat business from 
satistied customers. 

Mr. Ogle has just 


200 


completed a 


425 S. WABASH AVE. CHICAGO 


and co-| 


Hotel in/| 


Just | 


long trip through the North, East 
and Middle West, contacting hotels 
in those summer vacation areas, as 
the recommendations of other vaca- 
tion spots have a lot to do with the 
selection of hotels for winter trips. 
Most of the promotion of the 
Lauderdale Beach Hotel will run in 
the fall months, prior to Jan. 1, as 
the active season is from Dec. 15 
to April 15. Just what effect the 
defense program and increased in- 
come taxes will have on the Florida 
resort business remains to be seen, 
but in common with other hotel 
executives in this area, Mr. Ogle 
is looking for another big season. 
And of course he expects his 
advertising to help him hold the 
fine record of volume already estab- 
lished by his $700,000 establish- 


ment, one of the finest on the East 
Coast. 


Appoints Clements Co. 


S. S. White Dental Mfg. Com- 
pany, Philadelphia, has appointed 
the Clements Company, Philadel- 


phia, to direct consumer advertising 
for Oraline tooth paste, tooth pow- 
der and mouthwash. Advertising 
of dental supplies will be placed 
direct as heretofore. 


Boosts Patricelli 


Station WTIC, broadcasting divi- 
sion of the Travelers Insurance 
Companies, Hartford, has named 
Leonard J. Patricelli, formerly in 
the station’s production department, 
assistant program director. He will 
also aid in the’ supervision of 
W1XSO, the station’s FM outlet. 


Collects Own Ads 


A collection of 24 of its notable 
industrial advertisements during 
1940 and 1941, has just been pub- 
lished by the B. F. Goodrich 
Company, Akron, under the title 
“Typical Examples of Goodrich 
Development in Rubber,” the theme 
of the institutional campaign of 
which these advertisements were a 
part. Copies of the booklet are 
available on request to the manu- 


facturer. The ads were prepared 
by the Griswold-Eshleman Com- 
pany, Cleveland. 


Speaks to Admen 


Wythe Williams, Mutual's radio 
news analyst, will be guest speaker 
at the first fall meeting of the 
Advertising Club of Hartford, 
Conn., Sept. 16 


Defense Supersedes Santa 

Iowa retail sales, spurred by 
defense prosperity, smashed all 
records during the July-August- 
September period, even breaking 
the Christmas season records, the 
Iowa state tax commission reported. 
Collections on the state’s two per 
cent sales tax totaled $4,406,710 for 
the first two months of the period, 
breaking the record of $4,356,135 
set in October, November and De- 
cember of 1940. 


MAILING SERVICE 


Multigraphing Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 S. Dearborn St. Wabash 8655 
CHICAGO 
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idles 


He aimed for the vital spot—Achilles’ concentrated area 


of vulnerability—and he got results. 


“i fs 


The vital area of the Chicago market is circled by the 


40-mile trading zone. Within this ring lie the great mass of 


people and buying power that make Chicago the second 


largest market in America. 


And within this territory more families read The TIMES 


than any other evening newspaper. The TIMES dominates 


the vital spot, concentrates on the vital spot, and sends the 


R.J. BIDWELL 
SAN FRANCISCO 


NEW YORK DETROIT CHICAGO 


advertiser's arrow winging home for results at the least cost. 


THE \) TIMES 


NATIONAL REPRESENTATIVES 
SAW YER-FERGUSON-WALKER CO. 


N. ANGIER 
ATLANTA 
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Paper Collection 
Drive Opened 
by Box Makers 


Co-Op Campaign Fund 
to End Shortage May 
Reach $500,000 


New York, Sept. 10.—Faced with 
a shortage of waste paper necessary 
for the manufacture of corrugated 
boxes, the paper box industry last 
week moved to solve its own prob- 
lems by launching a national coop- 
erative campaign with an estimated 
appropriation of $500,000. Through 
spot radio, newspapers and maga- 
zines, the public will be asked to 
save yesterday’s newspapers, in- 
stead of consigning them to basket 
or incinerator, and reap a reward 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KFH 


WICHITA 
KANSAS 


Call Any Edward Petry Office 


|leading companies involved. 

| The salvage campaign will appeal 
| not only to the money-making but 
also the patriotic instinct since the 
| government, more and more in need 
lof boxes for the shipment of am- 
|munition and similar materials, has 


| given the plan complete approval 


in the form of pxyment by the 7 
| 


|through R. M. Macy, OPA price 
administrator for the paper and 
|pulp industry. Washington will} 


|signalize its approval by sending 
iletters of appreciation to all citi- 
| zens cooperating in the waste paper 
| defense effort. 

| In addition to the normal 72 per 
|on the market, the war has made 
|the shipment of wood pulp from 
|abroad increasingly difficult. With 
a serious shortage in the supply of 
paper available to box manufac- 
turers, the government’s deei1ands 
have created an emergency closely 
related to national defense. The 
campaign is expected to prevent a 
rise in the price of newsprint in 
addition to solving the industry’s 
problems. 


Media to Be Used 


Spot radio announcements began 
last week in New York and Chicago 


cities. Newspaper 
launched next week in the 
centers and will be 
magazine advertising. 


followed by 
The maga- 


Besides the advertising appropria- 
tion, $60,000 will be spent to set up 
special telephone switchboards for 
| the expected influx of calls in the 
| cities under solicitation 

Copy and radio 
will feature the phone numbers in 


cent destruction of all waste paper | 


and will spread to a total of 33 key | 
copy will be| 
same | 


zine schedule has not yet been set. | 


announcements | 


the various cities and describe the | 


saving of waste paper as a patriotic 
| and profitable activity. The cam- 
| paign is expected to convert house- 
| wives into paper-patriot brigades 
|who can earn from 25 to 35 cents 
/per hundred pounds of waste paper. 
| Paper will be called for, purchased 
and resold through the regular 
dealer channels. 

| QOlian Advertising Company, St. 
| Louis, is handling the campaign. 
Frank Block is account executive. 


Nationol Re 


Magazine 


presentatives 
} “Member of AMERICAN 
and Comics 


“ALLIAMS, LAWRENCE & vance 
NEWSPAPER PUBLISHERS’ enecanaten 

R 
NEWSPAPER GROUPS, INCO! ——_ 


Getting Personal 

W. Lane Witt, in charge of valves and fittings advertising for 
Crane Company, Chicago, is bearing up bravely under the title of 
papa since William Lane Witt made his appearance recently. . . Lieut. 
James J. Behr, who was doing sales and promotional work for the 
Mack Shirt Company, Cincinnati, before he was called to active duty 
three months ago, already has traveled 600 miles from his post at 
Camp Jackson, S. C., to get a marriage license to wed Margery Bloom, 
Cincinnati, Sept. 17. His dad is Julian J. Behr, pres., Julian J. Behr 
Advertising Agency, Cincinnati. . . 

Major Walter C. Sage, formerly a member of the Hartford Times 
advertising and promotion staff, has been ordered to active duty by 
the War Department. He reported to Fort Williams, Me. . . Paul 
Wendling, account executive at KVOE, Santa Ana Don Lee outlet, 
and Helen Weinert, surprised friends by announcing their marriage 
July 19 at Redondo Beach, Cal... 

Betty Ann Cherr, daughter of Samuel Cherr, v.p. at Y&R, is now 
Mrs. Dexter S. Horvitz. Mr. Cherr escorted the bride at the wedding 
at the Lom- 
bardy. . . Copy 
writing for Ray- 
mond Spector 
Company is 
only one phase 
of Stanley Sil- 
verman’s activi- 
ties. His “Dex- 
ter,” an_ illus- 
trated children’s 
book, is being 
published this 
fall by Simon 
& Schuster... 

Marian Whipp 
Stewart, BBDO 
account execu- 
tive and copy- 
writer and wife 
of Don Stewart 
of Texas Com- 
pany’s ad de- 
partment, has 
two ideas for 
anyone who 
happens to be 
writing a dic- 
tionary for ra- 
dio. Since “pho- 
togenic” de- 
scribes a person 
who photographs well, she suggests “‘microgenic” to describe those who 
have good mike voices, and “telegenic” for those who televise well. . . 

A six lb. 10 0z. boy is the newest resident at the home of Vincent S. 
Shallow, a.m. of William Jameson & Co. Francis Robert is the new- 
comer’s name. . . 

Frederick H. Bartz, pres., Harry Baird Corp., Chicago ad setter, 
announces that the company will hold open house Sept. 20 to celebrate 
its 30th anniversary. . . Jim Stirton, of NBC talent service, Chicago, 
and Mac Schoenfeld, Chicago NBC sales staff, were refreshing them- 
selves after a fishing trip at Manitowish, Wis., when in walked Wiff 
Roberts, NBC promotion head, New York, after a three-day trip 
from there... 

Louis C. Pedlar, ex-Pedlar & Ryan, has turned up again with an 
exhibition of 18 water colors—all made from his old rocking chair 
on the porch of his summer home in Bayville, Long Island. . . 

In order to finish his second novel and collect material for a third 
before Uncle Sam gets him, Walter Farley, of BBDO, has resigned 
from his copywriting job to take a three-month vacation in South 
America. His first novel, “Black Stallion,” will be published Oct. 2 
by Random House. Walter will be drafted in December and hopes 
to return to BBDO “after it’s all over.” . 

Edward Lasker, who left his job as v.p. and g.m. at Lord & Thomas 
to become a $l-a-year man as special assistant to Secretary Knox, 
is reported to have replied to friends who teased him about his salary 
cut: “Don’t be silly. For the first time I’m making as much as Wil- 
liam Knudsen.” . 

William E. Robinson, ad manager of the New York Herald Tribune, 
is all burned up about the fire which did considerable damage to his 
Forest Hills home. Police claim that it was started by servants in 
an effort to cover up their thefts. . . 

A seven-and-three-quarter pound boy is the newest possession of 
Bob Robson, assistant production manager at Erwin, Wasey. The 
baby, Robert, Jr., is Bob’s first. . . 

Benn Hall, who joined Duell, Sloan & Pearce as ad manager only 
a few months ago, smashed out a homer in his first official time at 
bat—walking off with first prize in the Publishers’ Adclub-Publishers’ 
Weekly promotion contest. The job that copped top honors was an 
unusual campaign for “Men and Politics,’ Louis Fischer’s absorbing 
autobiography 

Oct. 18 will be a momentous day for Ed Risley, of the New York 
News’ national ad staff. He will be married to Harriet Bisbee, of 
Jackson, Mich. . 

George E. Mosley, assistant ad director of Seagram Distillers, has 
bought a new home of Colonial design in Rye, N. Y. . . 

A new addition to the staff of the OPM’s Conservation Division in 
Washington is John Manuel, of N. W. Ayer... 

Morton Freund, of Morton Freund Advertising, has 
apartment at 37 E. 63rd street. . . 

Mike Fadell, Minneapolis advertising man, and his wife, Sue, an- 
nounce the arrival of the fifth little Fadell, Linda Anne, who arrived 
Sept. 1 in a 6 lb., 14 oz. package. . . Josephine Halpin, radio, com- 
mentator, KMOX, St. Louis, married Thomas C. Hennings, former 
Congressman, Aug. 30 

Jerome van Wiseman, dir. of public relations and publications for 
the Natl. Assn. of Insurance Agents, has been made consultant to 
the Defense Savings Staff of the Treasury Dept. . . Roco Melo, ad 
dept., Hartford Courant, pedaled his way via bicycle on a vacation 
trip to New Hampshire and Vermont. . . Albert I. Prince, Hartford 
Times, has been reelected chairman of the state board of education 
for two years... 

William D'Arcy, D'Arcy ad agency, St. Louis, who has been vaca- 
tioning at Harbor Point, Mich., with Mrs. D'Arcy, returned to St 
Louis for the Labor Day weekend. . . 


SIGNS FOR SIXTH YEAR ON RADIO 


R. J. Schaefer, president, F. & M. Schaefer Brewing Company, 
takes pen in hand to sign on the dotted line, continuing its 
radio program for the sixth year, the new series of which will 


begin Oct. 2 over WJZ with Allen Roth's orchestra. Wit- 

nessing the event are, left, Dave White, BBDO, in charge of 

program, and, at Mr. Schaefer's left, Val A. Schmitz, Schaefer 

advertising manager, and Arthur Pryor, v. p. in charge of 
radio for BBDO, agency supervising the show. 


rented an 


a 


Adams Returns 
to Colgate 
from OPM 


Washington, D. C., Sept. 1) 
| James S. Adams has resigned 
|chief of the automotive branch 
the Office of Production Mana 
ment and resumed his post as ¢.- 
ecutive vice-president of Colga’.- 
Palmolive-Peet Company. He \ 
remain an OPM consultant. , 
| illness of E. H. Little, Colgate pre .- 
dent, was given as the reason |»; 
Mr. Adams’ return to private by .j- 
ness. 

Although assigned recently ; 
solving the complicated problem of 
curtailing passenger car product on 
and shifting a greater share of h¢ 
industry’s resources to defense p o- 
duction, Mr. Adams has served jn 
a “trouble-shooting” capacity 0; 
OPM on earlier occasions. He h: n- 
dled preliminary work on establi h- 
ing industry committees in he 
rubber and pulp, paper, print ng 
and publishing fields. 

Mr. Adams was an executive o 
|Benton & Bowles, the agency hin- 
| dling part of the C-P-P account, 
fore joining Colgate. 


| —————— 
—— Tissue Marking 

A standard method of contnt 
| marking for boxes of facial cleansing 
|tissue which will give consumers 
|complete and accurate information 
jas to the contents of the packag 
| has been developed by U.S. weig!its 
and measures Officials and a c 
mittee of the facial tissue divis 
of The Tissue Association, New 
York. 


| Advances R. H. Johnston 


Robert H. Johnston, circulat 
manager, American Exporter, Ney 
| York, has been promoted to assistant 
| general manager. 


| BOOKLETS 
| 


- 


LOOK 
CATALOGS on 
wolpens =. ‘ cost 
LESS 
BSALES HELPS 
° IMPROVED OFFSET 
Laurel LITHOGRAPHY 


COMPLETE COPY & ART DEPARTMENTS 
ILLUSTRATED 
PPM LAUREL PROCESS COMPANY 
480 CANAL STREET, NEW YORK 
WALKER 5-3030 


National Advertisers 
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Best Buy of the Yeor 
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America’s Test City 


5000 WATTS 


1000 WATTS 
NIGHT 


LOW RATES 


54 Pratt St., Hartford, 


HEADLEY REED COMPANY 
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ADVERTISING AGE 


| November revenue the 


: biggest of ANY month 
in our entire history! 
| 


ber is 2,853,644-which means that ad- 
vertisers in this issue are paying only $1.39 3 te 
per page per thousand delivered circulation. : 


}) FAWCETT WOMEN’S GROUP 


RUE CONFESSIONS + MOTION PICTURE SCREEN LIFE «+ MOVIE STORY 


* ROMANTIC STORY « HOLLYWOOD 


FAWCETT PUBLICATIONS - INC 


CHICAGO LOS ANGELES . HOLLYWOOD ° 


Fic 5 
aes e 


by 


SAN FRANCISCO 
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Parrish Is Secsiiinns 


The Tenth District of the 
tising Federation of 
meeting in Tulsa will hear Amos 
Parrish, head of Amos Parrish 
Co., New York retail consultant and 
fashion clinic expert. Other speak- 
ers scheduled for the three-day 
convention, Oct. 16-18, will include 
L. S. Randall, Transcontinental and 
Western Air Lines, New York, and 
Richard Manville, Newell-Emmett 
Company. 


Wilson Named Copy Chief 

S. K. Wilson has been appointed 
director of the copy department at 
Cecil & Presbrey, New York. He 
was formerly a member of the crea- 
tive staff with Newell-Emmett, 
New York, and previously creative 
director of Erwin, Wasey & Co., Ltd., 
England. 


Adver- 
America’s 


Re ’ 


Seeds Paves Pines Spots 


Russel M. Seeds Company, Chi- 
cago, has closed with 58 American | 
and 13 Canadian stations for the 
Pinex Cough Syrup Company’s spot | 
campaign beginning Oct. 6. 


for 


INTENSIVE 
COVERAGE 


of the 


SOUTH’S 7th CITY 


among the 100,000 or 
more group for per capita 


KTBS 


SHREVEPORT 


LOUISIANA 
1000 WATTS +» NBC 


effective buying income 


THE BRANHAM CO. — REPRESENTATIVES | 


Ry-Krisp Ties in 
with Stores for 
Unique Promotion 


Initial 
Famous-Barr Sets 
Pattern 


St. Louis, Sept. 11.—Catching the 
beat of a new series of tie-ups be- 
tween fashion and food or 
manufacturers, the Ralston 


Purina 


Company will promote its Ry-Krisp | 
| wafers in conjunction with fashion | 


|shows in leading department stores 
|}in the country and with the benefit 
|of specially-named fabrics by A. 
|Stroock, hats by Sally Victor and 
|designs by Thomas F. Brigance. 

Initial showing and model 
|forthcoming expositions was 
|mous - Barr Company’s Ry - 


Fa- 
Krisp 


|luncheon, to which the public was | 
models | 
Ry-Krisp fabrics, | 
and munch Ry- | 


|invited to see 
parade the new 
hats and clothing, 
Krisp wafers and Ry-Krisp salad. 
One of the facets of the wafers’ 
copy has long been the slimming 
effect of a wafer diet, and the bulge- 
less Powers girls were calculated 
to hammer the point home. 

National magazine advertising 
will bulwark the campaign, with 
Ladies’ Home Journal and Woman’s 
Home Companion carrying the Ry- 
Krisp-fashion tieup, and a new 
series will shortly break in news- 
paper comic sections with 
stars’ testimonials as copy 
Newspaper advertising, window 
displays, radio spots and 
mail by department stores will sup- 
plement the campaign. 


Powers 


theme. 


Planned Cooperative Show 
Marshall Field & Co., Chicago, 
and Lord & Taylor, New York, are | 
shortly to repeat Famous-Barr’s ex- 
periment with the Ry-Krisp lunch- | 
eon, and other stores such as those 
in the 23 cities where Jean Abbey 


Showing at! 
1942. 


tobacco | 


for | 


film | 


direct | 


A NEW “PEAK” WAS ESTABLISHED IN FLOR- 


IDA WHEN DADE COUNTY’S RETAIL SALES 
FOR 1940 REACHED $151 ,386,000* .. . RANK- 
ING IT FIRST IN FLORIDA AND SECOND, TO 


FULTON AND DE KALB COUNTIES (ATLAN- 
TA), IN THE ENTIRE SOUTH. 


RETAIL SALES FOR MIAMI PROPER REACHED 


$113,552,000* 
FLORIDA’S SECOND 


$32,195,000 MORE THAN 


CITY, JACKSONVILLE. 


GREATER MIAMI—’A National Market” 


“Sales Management “Survey of 


-, 


Buying Power” Estimates for 1940 


; ie She Miami Herald — 


Stery, Brooks G Finley, National Representatives 


FOOD FOR THOUGHT AND WEAR 


| 


You can eat your Ry-Krisp and have it, too, according to this promotion tie-up 


store. 


between Ry-Krisp wafers and women's wear, which reached the merchandising 

front via this window display in the Famous-Barr Company, St. Louis department 

The blown-up advertisement appeared in the September Ladies’ Home 
Journal. 


California Wine 
Steps Up Drive, 
Alters Copy Slant 


| from 


tie-ups are in effect are to cooper 
in the drive. 
The unique tie-up is the idea of | 
Bea Adams, Gardner Advertising | 
|Company copywriter, who planned | 
the cooperative show. Miss Adams | 
made two trips to New 
interest style arbiters in her pro- 
motion scheme. The result: S. 
Stroock & Co. dyed five different 
fabrics in Ry-Krisp shades and pro- 
j|moted the idea among manufac- 
turers; Sloat is featuring the new 
shade in skirts and jackets; Gross- 
/man Spiegel and Davidow are 
showing coats and suits in the Ry- 
| Kri isp color; and Brigance unveiled 
\a dress in “Ry-Krisp Beige.” Sally 
|Victor, milliner, named her new 
hats “Ry-Krisp” and Foreman Sider 
lis exhibiting dresses in the “Ry- 
| Krisp” shades. 
| Famous - Barr’s’ luncheon 
heralded with window displays de- 


lyvoted to the new _ shades, with 
newspaper advertisements plugging 
the wafer-color fabrics and with 


large poster blow-ups of the Ry- 
Krisp advertisement in the Ladies’ 
Home Journal. On the tables at the 
fashion luncheon were two book- 
lets, “Eat and Grow Slim” for 
women and 
Weight” for men, carrying out the 
acterized Ry-Krisp copy. An ex- 
tensive brochure was prepared for 
luncheon guests which included re- 
productions of advertisements with 
credit for hat and garment manu- 
facturers, and with swatches of the 
five shades dyed by Stroock for the 
show. 

Harold M. Chase of the Ralston 
company will be in charge of the 
department store promotional cam- 


for shows 
tearooms, 
Barr pattern. 
no tearoom 


in department 
following 
Where the store has 
available, the fashion 
Gardner Advertising Company is 
the agency. 


Display Firms Merge 

Beck and Wall Displays and 
Tranquillini Advertising Art, Inc., 
both of Cleveland, have merged 
their companies. The companies 
will retain separate offices. E. W. 
Calvin, who formerly headed his 
own company in San Francisco and 
Hollywood, has joined the Beck and 
Wall organization as vice-president 
and sales manager. 


Leffingwell to Feinberg 


| Elmore Leffingwell, well-known 
/public relations counselor and 
former lecturer on publicity at 
Harvard University, has joined 
| Charles K. Feinberg, Newark ad- 


| 


| 


York to! 


was | 


| 


“Watching Your! 


diet control theme that has char- | 


| 


paign, and tentative plans now call | 
stores’ | 


™e Pond Launches 


Promotion for 


Dreamflower Line 
New York, Sept. 10.—Pond’s Ex- | 


a 


New York, Sept. 11.— Shifting 
testimonials to illustrations 
depicting the serving of wine 
against the background of the ave, 
age American home, the Californi 
Wine Advisory Board will ste; 
its year-round schedule for the 
|/nual fall campaign to begin in 
tober and continue through 
cember. The Board will use 25 
newspapers throughout the country 
and a magazine list including (o/ 
lier’s, Liberty and Life, in addition 
to others. 

While the board has consistently 
promoted wine as a beverage to be 


served every day to the averag 
,|American family, testimonials by 
outstanding personalities have been 
\featured. Copy for the fall cam- 
|paign will feature illustrations of 
“homey” situations in which the 
‘serving of wine plays an important 
|part. J. Walter Thompson Com- 
}pany is the agency. 
Leaves “Midwest Media” 
Jon Hall, formerly advertising 
manager of Midwest Media, has 


_joined Addison Lewis & Associates, 
| Minneapolis, in charge of new busi- 
| ness. 


| To Roberts & Reimers 


Aviation Institute of Technology, 


tract Company will introduce newly | Long Island City, has appointed 
packaged and improved versions of | Roberts & Reimers, New York, to 
its powder, lotion and skin fresh- | direct advertising. 
ener, to be known as the Dream- 
flower line, in a magazine campaign — 
beginning in October. \ | INSIST ific roof 
Taken from a 17th century French | | on spec p 
brocade, the Dreamflower will be || of low maintenance cost 
j}emphasized in the packaging and of the signs you buy. 
throughout the promotion. While | 
Pond’s has formerly stressed the | 
|purity of its products, copy for the | 
Dreamflower line will have a ro- 
mantic appeal with illustrations of Typical Example: is 
a “dream girl.” Notarized statement in our ie vi 
. . ys that itts "lat lass 
The campaign will be launched. Fecmata"s taeek aaah ter fenaiee OF om on 
with a half page, full color inser- pg enn oo RB ayy al ae s 
tion in This Week Oct. 19 and will of tubing in use by its dealers was ti 
. . y $362.6 Cc t ‘ure to 
‘continue with full and half page | Se a, a a | al 
’ . rj joe’ } proximately half as much tubing ‘ 
color copy in Ladies Home Journal, ae i aan te Gu "S ni 
|Macfadden Women’s Group, Made- (name in our files). 
moiselle, Modern Magazines and | FREE! H 
True Story. Powder, lotion and Analysis of survey proving that the M 
| ole _ > enri . . : | use of dealer signs will increase sales 
|skin freshener will be promoted in- 14.6%: Catalor, 8 brochure, ‘How to $2 
dividually. Set Up a Successful Dealer Sign on 
is 2 Program,” and proof that national “ 
J. Walter Thompson Company is ‘sions advertising can be made 5 times as Co 
the agency. OF effective by using dealer signs. sis’ 
ag ? Lore *Artkraft, world’s largest manufac wit 
ee se turers of signs for every use, can 
Loga Le KROW give you unprejudiced and authorita anc 
n aves || | FR tive advice. 
age 
Don Logan, formerly continuity | by.. cip: 
chief and _ publicity director of CY ARTKRAFT* SIGN CO. lab 
KROW, Oakland, has joined Ex win, 900 E. Kibby Street, Lima, Ohio Dr. 
Wasey & Co., San Francisco, as ones. U. &. Pet. OF wif 
radio continuity writer. Pes ins - vil 
Ir 
said 
issu 
his 
oper 
of 1 
Ame 
M 


the Famous- | 


program will be held at a_ hotel. | 


vertising agency, as public relations | 


consultant. 


| Keeler Joins : Scott 


H. L. Keeler, formerly 
Coast advertising representative for 
Western Construction News, has 
joined the Los Angeles office of 
Duncan A. Scott & Co., publishers’ 
representative. 


Pacific 


for Penetration 


New transmitting equipment... new towers... 
5000 watts day and night .. . unusual listener 
loyalty ...a reputation for results... all add up 
to this significant sales fact... 


DAYTON MARKET 
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OPA Officials 
Labeled ‘Red’ 


in Dies Letter 
Offers 


Henderson to 


Fire Them If Civil Serv-. 


ice Approves 


Vashington, D. C., Sept. 10.—Dr. 
Robert A. Brady, chief of the stan- 
dards section of Harriet Elliott's 
consumer division in the Office of | 
Price Administration, and his wife 


and fellow-worker at OPA, Mildred | 


Edie Brady, were among those 
named by Rep. Martin A. Dies in 
the Texas congressman’s latest 


charge of Communistic sympathies 
leveled at Price Administrator | 
Leon Henderson. 

Repeating a charge made recently 
against Henderson on the floor of 
the House, Rep. Dies sent President 
Roosevelt a long letter asking that 
the price chief and four of his aides 
be ousted from federal service. 
About half of the 15-page letter 
was devoted to the allegedly com- | 
munistic activities of Dr. Brady, a 
former University of California 
professor who is now economic 
advisor to Miss Elliott. 

Mr. Henderson issued an em- 
phatic denial, offering to “eat any 

| Communist organization to which I 
belong, on the steps of the Treas- | 
ury.” He said that all employes 
of his agency must be investigated 
fully by the intelligence division of 
the Treasury Department, and that 
when the question of fitness is | 
raised the Civil Service Commission 
is asked for recommendations. 


Up to Civil Service 


Later, he turned over the Dies | 
material to Civil Service and prom- 
ised that he “would fire the indi- 
vidual as soon as I could get him 
on the telephone” if Civil Service 
so recommended. This applies both 
to the four aides mentioned by Dies 
\ and 50 others referred to but not 
named. 

Named by Dies in addition to 
Henderson himself and Dr. and | 
Mrs. Brady were Dewey H. Palmer, | 


$20-a-day OPA consultant and at} 
one time a product investigator for | 
. Consumers Union; Tom Tippett, as- 


sistant chief of the remt section, | 
with an annual salary of $5,600; 
and an Office of Production Man- | 
agement employe, E. J. Lever, prin- | 


n 


cipal field representative of the | 
0. labor division, another $5,600 job. | 
hilo Dr. Brady draws $7,500 and his 


wife $5,600. 

In his answer, Mr. Henderson | 
said the letter appears to have been | 
issued by Dies alone, and not by | 
his committee, although the letter’s | 
opening phrase read: “As chairman | 
of the special committee on un- | 
American activities.” 

Mr. Henderson also belittled the 


| e®eeeeee 0 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


| 


§ Photo-engravers in Chicago 


, 207 North Michigan Ave. 


Hy FRANKLIN 5854 
‘eeoeeoe0e 


| the 


|}agency who have records of affilia- 


title of “head consultant” held by 
Dr. Brady. He said this was a 
classification assigned by the Civil 
Service Commission and did not 
indicate relationship between the 
two men. Mr. Henderson claimed 
in his formal statement that he 
“does not have direct contact with 
Dr. Brady nor . . . with the other 
employes named.” 

Rep. Dies charged that Mr. Hen- 
derson “has in the recent past been 
connected with several of the front 
organizations or transmission belts 
of the Communist party,” and that 
recorded views of his “chief 
subordinates” are opinions “which 
have found acceptance only in 
Communist circles.” The letter 
also said “there are at least 50 
other employes in Mr. Henderson’s 


| Union.” 
| was devoted to Mrs. Brady, and no 


tion with Communist front organi- 
zations.” 


Links Henderson's Name 


Rep. Dies added that Mr. Hen- | 


derson was “the president of the 
Washington branch of one of the 
largest of the Communist party’s 
auxiliaries, the Spanish Refugee 
Relief Campaign,” and that “the 
record is perfectly clear with re- 
spect to Mr. Henderson's own con- 
nection with these Communist 
enterprises.” 

As to Dr. Brady, Rep. Dies cited 
a long list of alleged evidence of 
Communist connection. The final 
sentence in the indictment of Dr. 
Brady read: “He was chairman of 
the Western branch of Consumers’ 
Only a single paragraph 


|mention was made of her editorship 
of a Consumers Union publication. 
Rep. Dies referred only to her 
earlier post as managing editor of 
Friday, (ADVERTISING AGE, Aug. 25) 
which was termed “nothing more 
nor less than a Communist party 
‘line’ publication.” 

The Texas congressman devoted 
considerable space to quoting ex- 
cerpts from a 1937 book by Dr. 
Brady on German fascism, which 
Mr. Henderson recently told aj} 
congressional committee he had | 
perused at the time of publication. 
Other “Red” charges against Dr. 
Brady included a post as one of the 
editors of an allegedly Communistic 
|publication, committee member of 
the now defunct American League 
for Peace and Democracy, and a 
member of the defense committee 


for Harry Bridges, West Coast labor 
leader whom the government has 
been trying to deport. 


Represents “Our Navy” ; 
Our Navy, Brooklyn, has ap- 5 
pointed Robert J. Weeks as New . 
England representative. 
Cassar was a 
Bia kiagus Ad Wan 
Way back in 60 B. C. he advertised 
doings of the Roman senate en 


specially constructed bulletin beards. 
He would have thrilled at today's 
better offset produced by Rote-Lith. 


ROTO-LITH CO. 


201 N. WELLS ST. CHICAGO. 


DEA.8S5S7 + HEM.22I1. 


Pp. r 4 Why do su many of today cccessfulbust 


nes 


query, Sf said they read tt for tt 


executives read NEWSweek? In an 


Veu 


ver ie 


id Signed Opinion 


Significance 


both Newsweek exclusives. 


paulets alone don’t tell which brass hats count. 

For executive appearance and executive responsibili- 
ties don’t always go hand in hand. That’s why columns 
of figures on numbers of executives reached by a 
magazine don’t tell the whole story . . 
know just who those executives are, and what they do. 
And the fact that 79°, of NEWSWEEK’s over-450,000 
circulation is among men in business, industry and 
government wouldn't of itself mean much, unless 
you knew who they were and what they did. That’s 
why we'd like to show you the results of a recent 
analysis of 3,000 consecutive subscriptions to 


NEWSWEEK 


and titles of a representative group of these subscribers. 
It’s just another eye-opening feature in our new 
presentation that’s teeming with incontrovertible 
proof of how NEWSWEEK has become: 


THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS 


(—— 


— 


irecent 


. as well as the names, occupations 
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| prospective policy holder does not | icent, while the mutuals spent|prompting, would volunteer 
nsurance men understand. | | 63/100ths of one per cent of their| opinion on the casualty insurance, 
The advertising officials, too, | income in 


expressed concern over “constantly 


Urged to Key Copy sxe szes.273, coors teen 
which they sell may suffer severely 
fo Consumers 


from such changes unless consum- 
ers are kept on the receiving end 


|of a continuous public relations 
program. 
Agency Executive Puts In his report to the conference 


Emphasis on Selling in | retiring president David C. Gibson, 


C f T Ik | vice- president of the Maryland 
onrerence !a (Casualty Company, said: 

“All of us recognize the constant 
flux of today’s insurance market. 
. | Industrial activity and government 
vital departure from the conserva- \spending have pen a great 
tive policies of staunch  fire,|ecservoir of insurance premiums. 
casualty and marine stock compa- | Oy, market, both as to individ- 
nies, provided the keynote of the | uals and non-defense business, is 
Insurance Advertising Conference | affected. Selective service has taken 
at the ogee 4 Hotel, Sept. 8-9, *S |! out of civilian life and employment 
a Py verung _ executives many insurance buyers. There has 
— urge to write their ads arom been a wholesale shifting of fam- 
se oy er omg oo to drive ilies from one locality to another 
BOE ; or pom ey out a maze of which must be promptly followed 
figures and financial statements the up or freshly solicited for insur- 


ance, 


Hershey, Pa., Sept. 9.—Stream- | 
lining of insurance advertising, a 


New Army of Buyers 
“There is a vast new army of 
buyers, created by defense activity, 
which has recruited men from the 
army of the unemployed and put 


them in the class of substantial 
wage earners. Another factor which | 
;must be considered is the effect 


which increased income taxes next 
year and thereafter will have on! 


MULTIPLE IMPRESSIONS»... 
ON MASSES OF PEOPLE! | wii. So 'tar as individual coverages: 


35 021 292 | ase concerned, probably has pro- 
’ y 


_.. |¥ided the bulwark of our sales. 
persons see Whaley Taxi- | “It is necessary for all of us to 
posters each week—on 3578 | wee ae 

. . ;.|hold the market represented by 
cabs in 43 cities! That's : 
mass circulation! For de- these groups—by continuous adver- 
tails, write Wm. E. Whaley | tising. I hope that our industry 
Co.. Wodtingien Building. | will employ advertising to the 


Lonisville, ‘fullest - a form of business insur- 
Al HA L EV ance,” . Gibson added, declaring 


that HB ic in addition to pres- 
ent advertising programs, should 
start planning now to meet the post- 
war problems of public relations and 
sales. 


H. K. 


Dugdale, executive vice- 
|} president of Van Sant, Dugdale & 
|Co., Baltimore agency, told the 


joins MUTUAL Oct. Ist 


pati to everyone! Mutual lidvantage 
ane \ — For Example: — 
WCAE gives MUTUAL 


@ The largest and most loyal following of 
listeners in Pittsburgh. 


@ Center position—1250 on the dial—in the 
Pittsburgh band. 


@ A powerful voice in the booming Pittsburgh 
market of 4 million people. 


MUTUAL gives WCAE 


@ A brand new program interest—new shows, 
new stars, new network features. 


@ Flexibility in arranging good radio times for 
non-network advertisers. 


@ A new pattern of merchandising service avail- 
able to every advertiser. 


And that’s only part of the story. For complete infor- 
mation as to time and program availabilities consult— 


The KATZ Agency * National Representatives 
500 Fifth Avenue New York, N. Y. 


WCA PITTSBURGH, PA. 


5000 Watts - 1250 K.C. 


David C. Gibson, retiring president, In- 


surance Advertising Conference, and 

vice-president, Maryland Casualty Com- 

pany, chats with H. K. Dugdale, execu- 

tive vice-president, Van Sant, Dugdale & 

Co., Baltimore ad agency, who gave the 

keynote address at the annual meeting 
of the conference at Hershey, Pa. 


insurance men that they make the 
mistake of all other business execu- 
| tives by assuming that the same 


}fundamental principles of selling 

and advertising apply to every 

| business except their own. 
advertising is funda- 


Insurance 
| mentally the same as advertising in 
the food and drug business, Mr. 
Dugdale asserted, but reported that 
it is sometimes hampered by “agents 
|of the old school” who have a ten- 
|dency to minimize the value of 
home office advertising to the con- 
sumer because they feel it might 
gradually lessen their control of the 
market. “This is directly contrary 
to the attitude of agents and dealers 
in other lines,” he declared. 

The agency executive’ further 
told the insurance advertisers that 
“on the whole the insurance indus- 
try, one of the largest in this coun- 
try, is a notoriously indifferent user 
of advertising. Both insurance com- 
yanies and their agents have been 
shortsighted in this regard.” 

He cited the Phoenix Mutual Life 
Insurance Company, with its ads 
headed “How to Retire at 55 on 
$150 a month,” as the one insur- 
ance company using modern adver- 
tising copy technique. 

An outstanding fault, Mr. Dugdale 
said, is that too much insurance 
advertising is planned and written 
to be read by insurance men—not 
by the men and women whose pre- 
mium payments keep the insurance 
companies and their agents in busi- 
ness. 


Coordination Weak 


In general, he said, advertising 
and selling coordination effort in 
the insurance industry, as compared 
with other business, “is woefully 
weak.” 

The agency man declared that 
“the best sales and advertising 
cooperation which you home office 
executives can give to your agents 
is a more adequate supply of 
soundly planned, continuously run, 
consumer advertising for the pur- 
pose of inducing more people—first 
to buy insurance, and, secondly, to 
buy adequate coverage to meet all 
of their insurance needs. 

“The best way to secure more 
cooperation and better coordination 
between the advertising and selling 
ends of the insurance business, 
whether it be casualty, fire or life, 
is to divorce the advertising and 
sales promotion work from officials 
who are too close to the insurance 
business and put more responsi- 
bility in the hands of selling and 
advertising executives who know 
the psychology of the buyer and 
who understand the human appeals 
necessary to induce the buyer to 
act.” 


Estimated Expenditures 


He cited estimated advertising 
expenditures in relation to pre- 
mium income in 1940 as follows: 
For 29 leading casualty companies, 
both stock and mutual, 44/100ths 


The stock companies in this list 
spent only 31/100ths of one per 


of one per cent of premium income. | 


| premium advertising. | companies. 
| He declared that mutual companies “Nevertheless, it seems to ny 
'employ more modern methods in| | that you have done a great job 
ladvertising than do stock compa- | recent years in making at least the 
nies. business community aware of you, 
“The smug complacency of many | existence and that is all to the gong 
home office executives as expressed | and a fine first step. But I do not 


in their attitude toward broad|think that you have yet enoush 
national consumer advertising is | recognition either favorable or \w»- 
more noticeable and, I might say, | ‘avorable on the part of the genera) 


more alarming, in your industry 
than in any of the large industries 
with which we advertising agency 
men have frequent contact,” Mr. 
Dugdale told the insurance men. 
George Malcolm-Smith, member 
of the publicity department, Trav- | 
elers Insurance Company, and 
author of the current novel, 
“Slightly Perfect,’ spoke at a 
luncheon on Monday, and Maurice 
Fitzgerald, war correspondent and 
humorist, addressed a dinner Mon- 
day evening. A golf tournament 
occupied the insurance advertising 


vublic to give you any 
way.” 
Brown Named President 


In electing officers for the com: , 
year, the conference chose Robert 
=. Brown, Jr., superintendent of 
idvertising, Aetna Casualty d 
surety Company, as president, d 
1amed Charles E. Freedman, sup: r- 
ntendent, business promotion « e- 
vartment, Springfield Fire <énd 
Marine Insurance Company, vice- 
president. Clark W. Smitheman, «d- 
vertising manager of the Camden 


steers ve 


executives on Monday afternoon. Fire Insurance Association, ” 
re-elected secretary and treasurer 

Hold Panel Discussion Executive committee: F. Sidney 
Tuesday’s sessions were devoted | Holt, supervisor of publicity, Aetna 
largely to insurance trade paper|Insurance Company; Harry G 
advertising problems and results.|Helm, advertising manager, Glens 
George W. Scott, educational direc- | Falls Insurance Company; Art 
tor of the National Association of |Gross, advertising manager, Em- 


ployers’ Insurance Company; T. W 
Budlong, associate director of pub- 
licity, Loyalty Group, and David C 
Gibson, past president of the con- 
ference. 


Castle Films Begins 
National Promotion 


Insurance Agents, spoke on coor- 
dination of agent training work in 
the various states. “Insurance edu- 
cation is a never-ending process,” 
he declared. A _ panel discussion 
on examples of sales and advertis- 
ing cooperation was conducted by 
Ralph W. Smiley, superintendent 
lof publicity, Royal - Liverpool 

Groups; Earle E. Vogt, advertising| Castle Films, Inc., New York, has 
manager, Millers National Insur- | begun an intensive drive to support 
ance Company; Richard C. Budlong, | sales by photo dealers of protes- 
advertising manager, Globe hon (| ae ye produced oY 
jnity Company; Frank F. Dorsey, ly - egg ortega 


; . e , : The drive, which began this 
vice-president, Fidelity & Guaranty | month, will utilize national maga- 
Fire Corporation, and Ralph E.| zines, film and camera. business 
Morrow, vice-president, Rough | papers and educational journals 
Notes. In addition, extensive dealer aids 

Richardson Wood, general man- |@d point-of-sale material are being 
ager of Fortune magazine, told the | a ge rl “ . Mathes, — New 
advertisers that “public opinion | —— — 
does not change readily.” He said 
that action and words are both |Step Up Leroux Budget 
jneeded; that highly-polished| Following a 52 per cent rise in 


sales last year, Leroux & Co., Phila- 
idelphia, will utilize an expanded 
advertising budget this year 0 
Public Lacks Opinion |behalf of its liquors. Magazines 
| will carry the bulk of the campaign 

“I know that your business is a| with increased space scheduled in 
peculiarly difficult one to put across | Esquire, The New Yorker, Tim 
to the public,” Mr. Wood said, “and |and Vogue. Business papers and 
I know that as a business it has a | direct mail will also be used. J. M 


phrases alone will accomplish noth- 
ing unless accompanied by action. 


very low visibility for the ordinary | Korn & Co., Philadelphia, is the 

citizen. We know that the citizen | ®8°"°Y: 

does have opinions for or against 

single corporations like General NBC Boosts McClelland 

Motors, General Electric, Bethle- Gilbert McClelland, former] 

hem Steel, and the Ford Motor|news editor of the NBC Centra’ 

Company. We know that the citi- division press department, has been 

zen has opinions about whole in- - nrc Bagg I amo oy a 
stries—chemicals. ; : spar > cago, e suc- 

dustries—chemicals, autos, banking, ceeds George Bolas, who resigned 


ete., but we have never been able |to join Blackett- Sample-Humme't’ 
to find any people who, without | radio department. 


ADVERTISING AGENCY 


Combine with capital, desires participation in or taking over of wel! 
established advertising agency, viz. from owner who wishes to retire. 
Offers will be kept strictly confidential. Letters under Box 3475. 
Advertising Age, New York, N. Y. 
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NBC RED 5,00 0 WATTS — 
MIAMI FLORIDA- THE SALT WATER ROUTE 
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Newspaper, Radio 
Industries Win 
Priority Status 


Nelson Solves Problem; 
Streamlines System of 


June, what was then the Office of 
Price Administration and Civilian 
Supply issued a “repair and main- 
tenance” order. Although called an 
“order” this had no actual effect 
until OPM implemented it with pri- 
ority ratings. 
Nelson Solves Problem 

OPM wrestled with the problem 

for about two months and an- 


nounced Aug. 8 that this action had 
been taken. However, that proved 


mountable administrative difficulties 
would result. 

Donald M. Nelson tackled the 
question soon after becoming direc- 
tor of priorities recently. He solved 
it by making it unnecessary for 
OPM'’s staff to engage in a mass of 
paper work for each individual ap- 
plication for a priority rating. The 
plan now adopted makes individual 
applications to OPM unnecessary. 

The order provides the broadest 
|sort of definition for “materials.” 


more confining, meaning “only 
pairs needed because of an 
or imminent breakdown, 
whatever cause of a 
property or equipment.” 


re- 
actual 

from 
producer's 


Revises 3-Month Rule 


American Home, New York, has 
announced that to avoid confusion 


and to bring its practice into line 
with other major publications’ stan- 
dards, its current rate guarantees 
will apply through the April, 1942, 


son 
the slogan “Keep 'Em Rolling” in 


consumer 


Canada 


Service Is Theme 


The service department of Hud- 
Motor Company has adopted 
its campaign to provide increased 
service, Hudson super- 
from the United States and 

held a two-day business 
session in Detroit at which the need 
for increased customer — service 


visors 


| facilities in these times of restricted 


new car output was emphasized. 


na 2 a false start and despite public an- | This term includes “any commodity, issue. Orders will be accepted WLAK Names Foreman 
Getting Repairs nouncement of the order, the order | equipment, accessories, parts, aS- ynder the three-month guarantee| Station WLAK, Lakeland, Fla., 
itself was never actually issued be-|semblies, or products of any kind. beginning with the issue of Febru-|has named the Foreman Company 
Washington, D. C., Sept. 10.— cause it was realized that insur-' The definition of “repairs” is much ary, 1942. as its national representative. 
Newspaper publishing and_ radio 
broadcasting were recognized this 
week by the Office of Production 
Management as “essential indus- 
tries” and were included in a list 


of 20 granted automatic priority as- 
sistance when necessary in order to 
make required repairs. 

The new plan provides a stream- 
lined system by which publishers, 
broadeasters and others listed can 
get necessary repair parts by merely 
endorsing a special statement on 
purchase orders. They receive au- 
tomatically a preference rating ot 


A-10—the highest possible for civil- 
ian goods. 
The new order is expected to 


prove a godsend to publishers who 
have been frustrated at every turn 
in their efforts to gain deliveries on 
needed equipment. Some of them 
have been able to solve their prob- 
lem through individual application 
to OPM, but this has been a long 
and tedious procedure which has not 
always resulted in success. 


Procedure Simplified 


\ll that qualified producers and 
suppliers need do is add a statement 
: to their purchase orders, specifying 
s that material sought is for repair 
work under the terms of order P-22. 
The same procedure can be used to 


is get deliveries for what OPM defines ra gree F 
g as “emergency inventory,” meaning 4 ‘k 


u a minimum amount of materials 
necessary to meet an actual or im- 
minent breakdown. 


«tv 
a ’ tor Se 
are* nd Ayh nh oe ; 
Paced! pane 
he 
wt ate 


The other 18 industries included 
are: tire and police service, and 
a highway maintenance; motor, rail, 
ed and water carriers; production of 
Or chemicals; coke converting; educa- 
1es tional institutions; explosives; farm 
37) machinery and equipment: food 5] eter: is 
in processing and storing; production Fides —_ 
me of equipment for highway main- hd oa 
hi [ tcnances hoepitals, climes, and can. A Mew Technique Which Revolutionizes Full Color Reproductions 
= tarlums; lumber production; metal- : 


lurgy production; mines and quar- 
ries; petroleum production, refining, 
| and transportation; research labora- 

tories, both industrial and academic; 


Improvement at the source—the copy itself—is the latest achieve- 

rly rubber and rubber products produc- : : . . 
tra tion: shipbuilding and repairing: ment of the EASTMAN LABORATORIES. Color Correction 
een and telephone and telegraph com- : 
ioe menieations. can now be had photo-mechanically by simply making the draw- 
ned The order expires Feb. 28, 1942, ing using the special KODAK Fluorescent water colors. By 
ert’s unless revoked previously. Other 

classifications may be added as the thorough tests we have satished ourselves of the worth of this 
— need arises, and special orders may » > 
7 be issued to meet the peculiar prob- process and have made an installation under KODAK super- 

lems of certain industries. 


Issuance of the plan, called “Pref- 
erence Rating Order No. P-22,” fol- 
lows long deliberation. Back in 


ESULTS: 


REA 


vision. If you have control over the preparation of your copy, 


reproductions— either letterpress or offset—will in most instances 


be better and important time and money savings, in proportion to 


the difficulty of reproducing by the usual methods, will be yours. 


Fluorescence Process printing plates either Letterpress or Oftset, 


together with rec mmendations, instructions and prices are av al- 


able from us on call. 


% 
)» Fe Lellerp 1035 amd Ofpsel 


Ow {6 ay 


417 NORTH STATE STREET - 


Watts Day and Night 
lear CHANNEL 


Joveph Hershey McGillvra—Representati sc T 


CHICAGO, ILLINOIS 


elephone SUPerior 


6716-7-8-9 
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as noel 15, 194; 


Quaker Oats to 
Start Tests on 
New Mother's Soup 


tion, even after opening, for 
unlimited period of time. 
In addition to the popularity of | 


themselves the contain- | 
will also be carefully tested in 
the initial campaigns, and further 
interest will be added by the 
duction of 

prices in the 


the soups 
ers 


various test markets. 


Many Products Introduced 
(Continued from Page 1) 

The new soups are made by 
with the cautious attitude which process adapted from the explosion 
Quaker Oats invariably follows in process developed years ago by 
the introduction of new products,| Quaker Oats for making puffed 
the initial test will be followed wheat and puffed rice. Plans for 
probably before its completion—by | (hej promotion have been under- 
tests in other markets, so that/way since the beginning of the 
differences from market to market | year, and it was originally ex- 
can be analyzed. However, general | pected that tests of their public 
introduction of the soups will not) acceptance would be launched in 
be attempted until results of all the} ,jqcummer. despite the fact that 
tests have been carefully weighed. | ..joc of hot soups are at their low- 


Mother’s soup promotion will be 
directed by the Chicago office of 
Campbell - Ewald Company, thus 
bringing another agency into the 
Quaker Oats group which already 
includes Sherman & Marquette, 
Sherman K. Ellis, Mitchell-Faust, 
Ruthrauff & Ryan, Reincke-Ellis- 
Younggreen & Finn, and National 
Export Advertising Service 


Will 


Details as to the 
nature of the promotion to be 
behind the soups not being 
vealed, but ADVERTISING AGE 
that sampling and store demonstra- 
tions will be used heavily, and that 
newspaper advertising will utilize 
the strip technique, with both pho- 
tographs and line and wash draw- 
ings being used to build up picture 
stories. Two package sizes will be 
introdueed containing 
servings, and the other’ holding 
even. The smaller package 
sists of a simple cardboard box, 
the larger one is a tightly-sealed 
oblong cardboard package with a 
shaker top which permits the 
to be sifted into the w 
assuring smooth results. The soups 
contain no meat stock or othe 
ingredient subject to deterioration, 
and may be kept without refrigera- 


Use Store Demonstrations 


and 
put 


volume 


are 


one three 


cone 


but 


ater at a rate 


(Adv.) 


ABOUT PRINTING 


There's Soup and Soup, 
The Ingredients Make 


Big Difference 
By RICHARD L. HOPE 


Paderewski’s favorite chef was a 
Negro named Copper. After an es- 
pecially good meal, the famed 
pianist told the waiter to tell the 
cook that “the fish was excellent, the 
meat delicious, and the dessert very 
good.” 

The waiter delivered the message 
and returned. Said he, “Mr. Copper 
says ‘Thank you, sir, and the soup 
was good, too.’” 

And boy, them’s our sentiments! 

In this business of printing the 

“soup” has got to be good, too. You 
can’t expect a prospect to gobble up 
your repast of advertisements if the 
preliminaries are anaemic, without 
body. 
That’s the reason we fit so nicely 
into the picture of a host of national 
advertisers. Our idea crew—always 
at the disposal of American busi- 
ness—are known for their ability to 
stir up the kind of dish that’s good 
“eating.” Into the “soup” of their 
thinking go all known factors for 
good, result-producing advertising. 
But—what makes them different—is 
the fact that into their “noodling” 
goes the seasoning of exper.cnce and 
inspiration, plus the zest and zing 
of originality. 

As a case in point, there’s Macyart, 

Here’s a _ printing process that 
really stops ‘em! Some of our friends 
have christened it third dimensional 
printing . . . others call it sculptural 
printing . . . but like good soup 
it can be called almost anything as 
long as it HAS the ingredients es- 
sential to smart advertising, particu- 
larly where there is a hard-to-show 


sales feature impossible to illustrate | 


intelligently in the conventional 
manner. 
Macyart has it! And HOW! We'd 


be willing to wager a kopeck or two 
that the durn thing will fascinate | 
you. But there's only one way we can | 
get a few samples to you . you'll 
have to tell us where to send them. 


AMERICAN COLORTYPE CO 


Talent to Originaté Skill to Produce 


Chicago New York Clifton Coshocton 


f a Ser 


re- | 
learned | 


Unforeseeabl: 
held up their in- 
several weeks 
introduction of the 
incidentally ties up 
Mother’s Oats, which 
interchangeably with 

(although promo- 


st ebb at that time. 
lelays, however, 
troduction fo1 

With the 
line, which 
neatly with 
Quaker sells 
Quaker Oats 


soup 


direct tie-up between the 
}other Quaker products), the list of 
| new ventures for the long-estab- 
| lished cereal company now includes 
' 
| 
' 


soup and 


such items as Quaker Oaties, ready- 
to-eat cereal; Life, cereal; 
an attempt to. increase 


baby 


oat sales 


through the popularizing of a new 
bread called Q-O:; excursions into 
the vitamin tield: and the gradual 
chunge in name of puffed wheat 


and puffed rice to 
and Rice Spa iK le 


SPAB Opposes 
Expansion for 
Civilian Needs 


Washington, D. C., Sept. 10 In- 
dustrial expansion to meet purely 
civilian demand was banned by the 
Supply Priorities and 
Board today if such expansion 
\quires large quantities of 
critically needed for the 
| program 

That this policy 


Wheat Sparkies 


soup | 


re- 
materials 
defense 


carries broad im- 


plications was indicated by the in- 
stance which brought about the 
decision Tennessee Eastman Cor- 


poration, a subsidiary of the camera 
firm, sought priority assistance to 
expand its plant at Kingsport, Tenn. 

Despite the fact that construction 
of this plant would have resulted 
in the manufacture of plastics which 


Eastman claimed would replace 
8,000,000 pounds of aluminum, 18,- 
000,000 pounds of chrome. nickel- 


plated steel, 6,000,000 pounds of 
stainless steel and 34,000,000 pounds 
of zine, SPAB held its immediate 
construction inadvisable 

SPAB’s rejection, termed a ‘“tem- 
porary denial,” was based on the 
board's belief that it would be un- 
wise to allot at this time the large 
quantities of critical materials 
which would have been necessary. 
SPAB also explained that there are 
hundreds of similar applications 
awaiting action and that it would 
be unfair to grant one until it is 
known how great a drain on scarce 
materials would result grant- 
ing them all 


from 


“Times Herald” Promotes 


Tom C. Gooch, former editor-in- 


° Mirro Continues 


Advertising of 


intro- | 
comparative tests on} 


‘| merchandise 


| 


| 


Aluminum Line 


(Continued from Page 1) 
to sell and that it will 


be a lot easier to sell it if his mar- 
ket hasn’t forgotten all about him 
in the meantime. 

That explains why Aluminum 
|Goods Mfg. Company has _ just 
announced a fall consumer adver- 
tising campaign for its Mirro line, 
iespite the fact that the company’s | 


tional plans do not contemplate any | 


Allocations | 


manufacturing operations on alumi- 
num cooking utensils have 
jrastically curtailed and current 


shipments to dealers are 


made from warehouse stocks which 
are “nearing depletion.” J. Vits 
president of the company, summed 


up the philosophy behind the drive 
which has been labeled a “Kee 
the Home Fires Burning” campaign 
in this manner 
“Until the nation’s 
have been taken care of, it 1s pre- 
dicted there will be little if an: 
aluminum available for manufac- 
turing consumer goods. In_ the 
meantime, we plan to keep. the 
Mirro name before’ the 
through timely advertising in lead- 
ing women’s publications to main- 
tain friendly contact with de 
customers and ours, and thu 
consume! uc 
return to 


defense needs 


public 


valers’ 
insure 
mntinued eptance 


en conditions normal.” 
Plugs for Dealers 

The 

msist of 


company’s fall campaign will 
third and quarter pages 
Home, Good House- 
Brides Magazine and 
Home Journal, and the copy 

us unusual as the idea. American 
Home copy for October, for exam- 
ple, explains that the company for- 
merly used its space to tell about 
new Mirro developments, but that 
now a discussion of the availability 
of Mirro seems in order. “Earliet 
in the year,” it says, “it was possi- 


n American 
keeping, 
Ladies’ 


ble for us to make shipments to 
our dealers from our inventories 
|Now our stocks are nearing deple- 
tion Most Mirro dealers, how- 
ever, still have fairly adequate 
lstocks from which you can obtain 


ithe utensils 


| be very 


chief who succeeded the late Edwin | 


J. Kiest as president of the Dallas 
Times Herald, has made the follow- 
ing promotions and 
Albert Swinsky, Jr., 
ind general manager: John W. 
Runyan, assistant to the president; 
D. A. Greenwell, secretary-treasurer 
ind member of the board: Allen 
Merriam, editor, and Sam R. Bloom, 
director of advertising. 


| Kostka Leaves NBC 


| William Kostka, publicity direc- 
itor, National Broadcasting Com- 
pany. New York, has resigned effec- 
tive Sept. 26 to join the Institute of 
Public Relations, New York 


Named by Station 


vice-president 


S. W. Caldwell, who formerly 
represente d the Canadian Marconi 
*| Company in British Columbia, has 


been named commercial manager of 
Station CKWX, Vancouver 


appointments: | 


you need most 
“As to the future, we believe that 
home makers everywhere will have 


a new and greater appreciation of 
the importance of aluminum in 


their everyday life. We are looking 
and planning ahead so that when 
conditions return to normal we can 
serve you better than ever before 
with new, modern Mirro aluminum 
utensils.” 
Copy for later” insertions in 
Ladies’ Home Journal and Good 
Housekeeping, evidently taking it 
for granted that dealers’ stocks may 
nearly at the vanishing 
point by the time these advertise- 
ments appear, makes little mention 
of the condition of stocks and plays 
up more strongly the “be patient, 


we're in the Army now but don’t 
forget us” theme. In each of these 
publications the advertisement 
closes with a “special offer—the 
regula! $1.50 Mirro cook book, 
postpaid for a dollar bill.” 
Brides Magazine copy again em- 


the 
desired pieces at dealers, 
a free booklet, “The 
Week in the Kitchen.” 


phasizes possibility of getting 


and offers 
Bride’s First 


Explain Basis of Campaign 


Explaining the campaign to deal- 


ers, the company said: 
“Over a long period of years, 
millions of home makers through- 


out the country have’ purchased 
Mirro aluminum utensils. Their 
preference for Mirro quality—their 
friendship for the Mirro brand—is 
a valuable asset to you and to us. 

“This preference is a tribute to 
the outstanding value of Mirro 
ware and to the consistent adver- 
tising and promotional efforts that 


we as manufacturers and you as 
dealers have done through the 
years 

“Now our manufacturing opera- 


been | 


|future demand for 


} manager of 
De ing | 


tions of aluminum cooking utensils 


have been drastically curtailed 
We have been making shipments 
to our dealers out of warehouse | 


stocks which are nearing depletion. 
As we look into the future to the 
time when defense needs have been 
satisfied and aluminum is again 
available for the manufacture of | 
Mirro, we recognize that we must 
keep alive the friendship of the 
home makers who are friends and 
customers of ours and yours. 

“We are therefore continuing our 
national advertising, to keep the 
Mirro name well established in the 
public mind. . 

“We confidently believe that this 
investment in customer good-will 
will return substantial dividends in 
Mirro, the finest 
aluminum.” 

R. L. Pritchard is advertising | 
Aluminum Goods Mfg. | 
Company 


Court Fines Drug 


land I. G 


i that 


Firms $25,000; Ends 


German Trade Pact 


New York, Sept. 11.—Four cor- 
porations and two individuals en- 
gaged in the pharmaceutical and 


drug business entered pleas of nolo 
contendere and consent decrees were 
entered in the case in which fines 
totaling $25,000 were levied in fed- 
eral district court last week. 

The defendants, Alba Pharmaceu- 
tical Company, Bayer Company, 
Winthrop Chemical Company, all of 
New York, and Sterling Products, 
Wheeling, W. Va., and Albert H. 
Diebold and William Weiss, 
dent and chairman respectively of 
Sterling, were alleged to have ent- 
ered long-term contracts with I. G. 
Farbenindustrie and its predecessor, 
Friedrich Bayer, of Germany. The 
complaints hinged on Winthrop’s 
and Bayer’s agreements with Ger- 
man companies to either share 
profits of export business or to re- 
frain from exporting goods in com- 
petition with the German company. 


presi- 


Marketed Farben Processes 


Through a unique arrangement, 
Winthrop was permitted to market 
many of I. G. Farben’s processes 
and products, and Farben shared, at 
first, half of the American com- 
pany’s products, but later took 50 
per cent of Winthrop’s stock and 
cancelled the obligation to divide 
profits. Under terms of the consent 
decrees, signed by Federal Judge 
Mandelbaum, all agreements be- 
tween Sterling and its subsidiaries 
Farben and its predeces- 
sors are declared illegal and termi- 
nated. The rulings further provide 
Sterling and its subsidiaries 
shall not enter into any agreement 
with another manufacturer of drugs, 
including Farben, to 
entering the foreign market. 

This will make the products of the 
American countries available to the 
Latin American republics whose 
source of supply has been cut off 
because of war conditions. 


Clean Bill of Health 


The judgment and _ investigation 
were outgrowths of a general in- 
vestigation by the anti-trust division 


of the Department of Justice, and 
Acting Attorney General Francis 
Biddle pointed out that the govern- 


ment’s policy of 
pressure to 
private 
tered 
now 


applying economic 
Axis powers applies to 
contractual agreements en- 
into with contrasting parties 
Axis nationals. The American 
firms entered the agreements be- 
tween 1920 and 1926. 

Mr. Biddle further 
that Sterling Products has always 
been a wholly American company, 
and that none of its profits from the 
sale of Bayer aspirin in the United 


emphasized 


States were shared with Farben. 
Similarly, none of the domestic 
products of the Bayer Company 


were involved with 
there any foreign 
numerous other 
Sterling Products engaged in the 
proprietary medicine field. The 
American companies agreed to ex- 
pand their research on such prod- 
ucts as sulfanilimide and salvarsan, 
products for which this country re- 
lied on German research under con- 
tracts like those now terminated. 


Farben, nor is 
interest in the 
subsidiaries of 


refrain from | 


* Concerted Effort 
Being Made to Aid 
Small Business 


(Continued from Page 1) 


near future. Meanwhile, state 
regional business groups organized 
a series of mass meetings in Miad- 
western cities to discuss priority 
| problems and urge their conside 
tion by defense officials. 


Aid from Big Business 


| The chief hope of small busin: 


|men now is that efforts of one 
| the bigger big business men \v 


| bear fruit. Occupying the key posi- 
tion in the “help small business’ 
drive is Floyd B. Odlum, fabul 

Wall Street financier named 

President Roosevelt as director of 
i, the new OPM Division of Contrict 
| Distribution. Mr. Odlum’s job is t 
spread contracts more _ broad|, 
stimulate conversion of productiy¢ 
facilities to defense uses, and uti! \z 
idle men and machines. He intends 
to call upon industrial and plant 
management engineers for ass 
ance. He has been assured alre: 
of cooperation from military, na‘ 


and maritime authorities. 
Also aiding small business 
some degree is the dispatch wit 


which priority applications are n 
being handled, following Donald 
Nelson’s recent appointment 
priorities chief. New administ 
tive short-cuts have been institute: 
and all applications aren 
handled within two days of rece 
This helps firms doing some defer 


work on which they have been de- 
layed for lack of action on priorit 
applications 

Adds Elgutter 

| , 

| Maurice Elgutter, for the last 
|nine years in agency copy and re- 
search work on automobile factor) 


accounts and air conditioning man- 
ufacturers, has joined the copy staff 
of Van Auken-Raglund, Chicago 


Cobb Joins Delta 


James H. Cobb, Jr., who formerly 
worked with the Associated Pres: 
and with the Evening Press, Sa- 
vannah, Ga., has been named pub- 


licity director for Delta Air Lines 
Atlanta. 
Names Kenneth Atwater 


Kenneth Nelson Atwater, for- 
merly engaged in the productio! 
and sale of plastics with the Rohn 
& Haas Company, Philadelphia, has 
| been named general manager of the 
|plastic division of Pro-phy-lac-tic 
Brush Company Florence, Mas 


word wor7 


but MANY rings 
for page strength 


600% more page strength '' 
na More adaptad! 
minute emergency chance: 
catalogs and manuals. 5! 
modern beauty, exclusive 
action of Swing-O-Ring 
G-M. Chrysler. 
and many others. 
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September 15, 1941 ADVERTISING AGE 
: Mr. Gardiner was in charge of pub- no longer. We are facing it now 
T. S. Fettinger, licity and advertising for the Mid-' and must deal with it at once.” 


0 ae 


The rates for this department are as follows: 
Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
Representatives Available,” 30 cents a line, minimum charge $1 Terms 
h with order. 
All other classifications (single insertion rates) in., $2.7 1 to in., 
$4.75 per inch 
HELP WANTED POSTTIONS WANTED 
WANTED: A PROMISING COPY CHIRF—now employed wants 
LOUNG COPYWRITER better job, good future Will be valu 
re young...26, perhaps Or 30.) able to agency, mfr., or syndicate 
e a lot of excellent copywriting | ady producer Writes for au bhbeaiat 
nd you...and a lot of even better | Strong on direct mail Knows pro 
a Your copy has that elusive | duction Skilled in layout 7 #yrs 
in touch, It has sparkle, en- | high-gear experience. Age 28, college 
th iasm, persuasion You take the| married, (3A) Top references 
approach, shy away from the) Box 3470, ADVERTISING AGE, Chgeo 
iY and rutted, You've done radio) pormer editer-writer. Knows produc- 
its, magazine and newspaper ads. | pign Seeks a > s . ' 
epaper ads Such diverse assign- i ae ee, omc ee er 
ts as face cream and motor oil nee. rare eras aha ae ree 
wallboard wouldn't phase you too pox 3479, ADWERTISING AGE, Chgo 
You've been OPM-ed out of WANTED Boss 
present job. Or you've just come | Who believes in realistic promotions 
he point where you want to pick | Written in plain language—by young 
ot in which you can grow with] Woman 
. fast-rising, top-notch national| Box 3478, ADVERTISING AGE, N.Y 
ve whose copy-minded principals, A-l Ageney Experience to invest in 
help you grow along with them ;an Opportunity 16 vears of 4-A 
s you think the advertising sun | affiliations Specialized in produc 
ind sets in New York and Chi-| tion management and servicing lares 
we believe you'll agree, upon| and small acounts Age 45 
tigation, that this is that spot Protestant American A pet 
in Ohio. The starting salary | sonal interview will interest vou 
\ t bowl you over, perhaps $3,500] Box 3474 ADVERTISING ACGiE. Chee 
ee, 000 ; ] i o re 
But vou 1] ike the ppor " ADV ERTISING 
: : ' “eXperiencer layout artist merchan 
, nake your letter too long, dising and promotion No draft cor 
er than too short And we think | pingene 
ingeneys Mutually known references 
hould support your claims with Box 3472, ADVERTISING AGE. Che 
pretty specific information about <_< ——— fs 
vou have already done \ snap- | Experienced advertising ageney indi- 
‘auld be in order also if you| Vidual Expert correspondent, typist 
end proofs, send some that | #eneral knowledge office routine bye 
t be necessary to return yond draft age Highest referer 
(7, ADVERTISING AGE, Chgo, | P.O. Box 823, Tulsa, Ok| 
— a Bookkeeper and Stenoxrapher 
POSTTIONS WANTED Woman experienced in both vert 
ICANN WRIEIPEH COPY ing agency and publishing fields Ret 
good copy if mensured by! erences 
ts I can plan and execute com- | Box 3473, ADVERTISING AGE. N.Y 
ampaigns—successtul ones. My 
f experience prove those state- 4) ‘ ‘ 
Now 1 am seeking a place — MOR SALE 
th an advertiser or agency where | CLASS MAGAZINE FOR SALE. Pr: 
ibility, experience and hard work “+ 


Vill pa dividends to my employer 
cost will be nominal, compared 
he results 

Box 2468, ADVERTISING AGE, Chgeo 

SITLATION WANTED—Man 37—reli- 

ible 13 years sales exp trade jour- 


il nd new spapers 


Will locate any- | 
= | 
tox 3469, ADVERTISING AGE, Chgo 
Ac Last! Brilliant Copywriting. . . 
n free ce basis Smaller agencies 


cturers, hire this ace writer! 
: Space, direct mail, pro- | 

Leading agency experience 
Write new for details 


ble 


ox 3424, ADVERTISING AGE, N. Y. | 
ie Journalism Grad. Phi Beta) 
Kap} now employed in office job 
vit mily limited amount of copy- 
vriting, wishes to switch to full-time 


pywriter, learn business with 
gel or large manufacturer. Plenty 
f iw material for a top-notch ad- 
ert ng man here, 24, married, draft 
Xempt, enthusiastic, with real crea- 
iv ibility and willing to start at 
wottor if good chance for experience, 
idvancement. 
Box 3471, ADVERTISING AGE, Chgo. ! 


sure of owners’ other publishing busi 
hess reason for sale Established 
publication Leader in its field 
Box 3476, ADVERTISING AGE, N. Y 
HOUSE ORGANS 
Mr. Sales Manager! 
Let me show you how to help your 
salesmen produce more through a 
personalized house-organ You serve 
as editor I do the work Write for 
free samples Edward Edelstein, 201 
N Wells St., Chicago, Illinois Dear- 


born 8557 


MISCELLANEOUS 


WORLD FAMOUS FIRMS USE 
Bairdset ads for 30 years It Pays 
Day and night service, clean proofs, 
faust quality production, save your 
time Ads pull 25% bette 

BAIRD adsetters, 1S EB. 

WHI, 4347 Cheo. 


Kinzie 


“Krom-n-Tone” Post Cards 


Newest, most economical method of 
displaying any product Samples and 
prices on request, Graphie Arts, 


Hamilton, Ohio. 


Buys Radio Firm 

Radio Artists of Hollywood, 
formed two years ago by radio 
actors to produce and market their 
wn transcribed radio programs, 
las gone out of production. The 
organization’s current output was 
purchased by the Ralph L. Power 
Agency, Los Angeles. 


The KKRKK*K 


BELLEVUE, one of the few 
famous Hotels in AMERICA 


...became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
ts service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


DELLEVUE-STRATFORD © 


‘N PHILADELPHIA 


CLAUDE H. BENNETT 


veneral Manager 


Kem KK 


' 


Metal Lath Booklet 


Phrases It Neatly 


The Metal Lath Manufacturers 
Association, Chicago, has produced 
a new booklet called “Making 
America Strong,” which shows con- 
spicuous examples of metal lath’s 
durability and strength. The stopper 
title is reenforced by photographs 
proving the material's ability to take 
it under such diverse blows as the 
San Francisco earthquake, the Cin- 


cinnati floods and a Florida hurri- 

cane. 

Wilson & Haight Adds 2 
Wilson & Haight, Hartford 

agency, has been named by Con- 

necticut Company, bus operator, 

and Boncore Company, winery, 


both of New Haven, Conn., to direct | 


their advertising. 


Medlin Adds Sinatra 

Charles Sinatra, formerly with 
Lord & Thomas’ production depart- 
ment, has joined Medlin Studios, 
New York, as production and con- 
tact man. 


Jolley Heads WMRC 
R. A. Jolley has been elected 
president and treasurer of the Tex- 
tile Broadcasting Company, opera- 
tor of WMRC, Greenville, S. C. 


United Agency 
President, Dies 


Maplewood, N. J., Sept. 9.—Theo- 
dore Sheridan Fettinger, president 
‘of United Advertising Agency, 
peeebrtady died at his home here last 
weekend at the age of 76. 
| Mr. Fettinger got his start 
| advertising at the age of 19 
member of the sales staffs of Pitts- 
burgh and Harrisburg newspapers. 
From 1899 to 1914, he acted 
advertising manager of two Newark 


In 


as oa 


as 


jepartment stores and then founded 
the Fettinger Advertising Agency 
which became the nucleus of the 


United Advertising Agency in 1920. 


ROBERT L. HARMON 
Springfield, N. J., Sept. 9.—Rob- 
ert L. Harmon, president, treasurer 


land United Company and_ he —__— 
became advertising manager of 
Commonwealth Edison Company in Goodyear Names Powell 
1935, resigning in 1939. He was | H. L. Powell, formerly staff man 
prominent in the activities of the for the truck and tractor tire de- 
Public Utilities Advertising Asso- partment of the Goodyear Tire & 
: ” Rubber Company, Akron, has been 
ciation and American Gas Associa- named manufacturer's representa - 
tion and was president of the tive for the Milwaukee area 
former organization for two terms 
“Harper” Adds Nelson 
Inflation Looms James Nelson, formerly vice- 
a president of the Saturday Review 
M h T ll of Literature, has rejoined the ad- 
orgent au e Ss vertising department of Harpers, 
New York, replacing Clement R 
Boston Ad Club Hoopes, who has received a com- 
Boston, Sept. 10.—The United mission in the Navy. 
States faces the immediate danger 


leverything in its power to prevent 


and a director of Evans, Nye & 
Harmon, New York, died here at | 
his home on Sunday He was 59 
vears of age. 

After five years as a credit re- 
porter for R. G. Dun & Co., Mr. 
Harmon spent a year in the pur- 
chasing department of Thermoid 
Rubber Company and another year 
in the same capacity with United 
and Globe Rubber Mfg. Company, 
both in Trenton, N. J., and then 
engaged in sales and advertising 
work for Voorhees Rubber Mfg. 
Company, Jersey City. He was 
president of Industries Publicity 
Corporation, New York, from 1920 
to 1930 when he assumed the posi- 
tion he held at his death 


GEORGE F. OLENDORF 
Rochester, N. Y., Sept. 8.—George 

Forrest Olendorf, 68, former presi- 

dent of advertising 


a Rochester 


company, died in Springfield, Mass., 

August 5. 

HOWARD P. HENCHEY 
Northampton, Mass., Sept. 8. 


Howard P. Henchey, 50, advertis- 
ing manager of the D. H. Brigham 
Company of Springfield for the past 
15 years, died Sept. 3 in Cooley 
Dickinson Hospital here after a 
short illness. Prior to becoming 
associated with the Brigham Com- 
pany, Mr. Henchey was with the 
|Corticelli Silk Company here. He 
| was active in the Chamber of Com- 
merce and the Advertising Club of 
Springfield. 


ALBERT E. NEWTON 
West Hartford, Conn., Sept. 8. 

Albert E. Newton, vice-president 
and general manager of the Collins 
Company, Collinsville, Conn., inter- 
nationally known manufacturer of 
edge tools, died at the factory last 
Wednesday. He was at one time 
president of the National Metal 
Trades Association and National 
Machine Tool Builders Association. 


HADDON IVINS 

Englewood, N. J., Sept. 8.—Had- 
don Ivins, 63, editor of the Hudson 
Dispatch, Union City, and state 
librarian, died Sept. 5 at Englewood 
Hospital. After working a number 
of years on New Jersey newspapers, 
Mr. Ivins’ established his own 
advertising agency, but gave that 
up to join the advertising depart- 
ment of the New York Times. From 
1911 to 1926 he was managing edi- 
of the Hudson Dispatch. He 
| hen became editor of the Elizabeth 
| Times and returned to the Hudson 
Dispatch in 1928 as editor 


or 


E. FRANK GARDINER 

Chicago, Sept. 8.—E. Frank Gar- 
liner, veteran Chicago newspaper 
ind advertising man, died Sept. 4, 
from heart attack at Riverside 
sanitarium in East Gary. He had 
been in ill health for the past two 
years. He was 54 years of age 

Starting his newspaper career in 
Kankakee, Mr. Gardiner later be- 


a 


{ILLINOIS? 


Reach a big chunk of 
it through the 
DECATUR station, 


2) WW. 1340. Full Time. 
Sears A Ayer, Heps., 
Local help given. 


WSOY 


came reporter for the Chicago 
Evening Post and was subsequently 
on the editorial staffs of the Chi- 
cago Tribune and Chicago Herald. 
During the World War, he was with 
the foreign cable service of the 
United States Committee on Public 
Information. 

For several years after the 


a 


war, 


Two Join J-W-T 


of inflation, the Boston Advertising 


Club was told yesterday in a talk The Los Angeles branch of J 
by Henry Morgenthau, Jr., Secre- Walter Thompson Company has 
tarv of the Treasury. He said that 2dded John M. Alden, for the past 
¢ ee ie 10 years a food advertising special- 
the federal government would d : i one 8 . 
- _— , ome” “ist in the East, and Elwood K 


Grady, formerly of the company’s 


disaster, Seattle branch 


such a pointing out that 
the only ones to protit from infla- 
tion are the speculator, the profiteer 
and the hoarder 

Counter proposed by 
cabinet members are extension 
the federal social security program, 
increasing the supply of goods avail- 
able to consumers and_ releasing 
huge stores of cotton, wheat and 
other farm products now held in re- 


. e 
serve both here and in Canada. He in th 


the 


ol 


moves 


warned of much heavier taxes to MARKET 
come and pointed out the need ot citY 

investing “much more widely and TRI- 

systematically in defense savings 

bonds and stamps.” 


“In particular, the rising payrolls 
of the past yeai 
call to the wage earners of America 


to set 


have been a cleat 
a portion of their earn 
each week for their own good 
and for their country’s good,” he 
said. “We may have to extend gen 
eral controls over bank 
create controls over selected capital 
expenditures 


aside 
Ings 


credits and 


1000 W 980KC 


. 
“We cannot, in this Battle for the Basic N B C Blue 
World, make ourselves the arsenal 
of democracy and the defender ot 


An H. C. Wilder Station 
freedom unless our people under- R ted by R 
stand the’ tremendous in- epresente y Koymer 
volved. Inflation is a distant threat ' 


The direct Route to FACTS 


Issues 


COST 
PAYROLL 
MATERIAL 
WMVENTORY = 


he accurate accounting and statistical reports which 
you require are quickly available by employing the 
International Business Machines Service Bureau. 


Through the medium of punched cards and Electric 
Punched Card Accounting Machines, this Bureau will 
furnish Inventory Reports, Sales and Cost Records, 
Payroll Records, and many others. 


Branches of this Bureau, manned with expert opera- 
tors and supervisors, are located in principal cities. 
They will cooperate with you on a time or complerte- 
job basis. Strict confidence, of course, is an underlying 
principle. Call your nearest International representa- 
tive for complete information, or write direct to 


International Business Machines Corporation, 590 


Madison Avenue, New York, N. Y. 


INTERNATIONAL BUSINESS MACHINES CORPORATION 


Offices in ge Principal! Cittes 
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ADVERTISING AGE 


September 15, 194) 


Auctioneer’s Air 
Chant Plays Part 
in Tobacco Trial 


Lexington, Ky., Sept. 11.—The 
American Tobacco Company en- 
deavors to keep both its firm name 
and the uname of its principal prod- 
uct, Lucky Strike cigarets, con- 
stantly before the American public, 
George Washington Hill, Jr., vice- 
president in charge of advertising, 
told a federal court jury that is in 
the 15th week of hearing testimony 
in the trial of a conspiracy-monop- 
oly charge filed by the government 
against the nation’s biggest cigaret 
manufacturers, their subsidiaries 
and executives. 


A defense objection, which was 


SEE 
TOMORROW 


The Magazine of the Future 


October Issue 


OUT 
SEPTEMBER {5 


ON ALL 
NEWSSTANDS 


25 cents 


Advertising rates and sample 
copy on request, 


Creative Age Press, Inc. 


11 East 44th Street 
New York, N. Y. 


* | 


ADVERTISING MEN 


WANTED! 


* Yes—-we want you to expe- 
rience the convenience and 
comfort of this hotel — cen. 
trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men— 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight | 
kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nightcap after a 
siege at the office. 


NOTE - 


Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 
We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement. 


Hotel 
BELMONT PLAZA 


Lexington Avenue at 49th Street, New 
JOHN H. STEMBER, Manager 


York 


* 
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| According to 


sustained by Federal Judge H. 
Church Ford, kept the younger Hill 
from answering a question as to 
whether the “auctioneer’s chant” on 
the Lucky Strike radio program had 
been slowed and made more intel- 
ligible since July, 1940, when the 
government filed the criminal infor- 
mation which was made the basis 
of the current trial. One of 
charges in the information was 
that the defendant manufacturers 
“choose to make the auctioneer and 
the present leaf-selling methods un- 
intelligible, and thus deprive the 
grower of bargaining power.” 


Evidence Not Allowed 


Government counsel contended 
|that the auctioneer’s chant on the 
radio program had been slowed 


since the criminal proceeding was 


| instituted, presumably to counter 
the government’s charge that it 
could not be understood. Judge 


Ford, when he sustained the defense 
objection to this line of question- 


ing, indicated that such an inquiry 


would be pertinent only if it were 
shown that the chant on the ware- 
house sales floors had been changed. 

The American Tobacco Company 
is offering its defense testimony 
first. This will be followed by the 
defense testimony of the two other 
principals, R. J. Reynolds Tobacco 
Company and Liggett and Myers 
Tobacco Company. 

One of the principal American ex- 
ecutives heard during the week was 
Vincent Riggio, vice-president in 
charge of sales. He testified that 
he refused to tell officials of the 
Great Atlantic and Pacific Tea Com- 
pany, a chain organization on the 
direct-customer list of the manufac- 
turing concern, what he knew con- 
cerning an American Tobacco Com- 
pany plan to cut prices on Lucky 
Strike cigarets. 

Mr. Riggio related, under prose- 


the | 


cution questioning, that at one time | 
in 1933, after the wholesale price 
of Lucky Strikes had been cut 
to $5.50 per thousand, American 


sought to establish a retail price of 
11 cents a package on its cigarets. 
This was during the period when,, 
according to government charges, 
10-cent cigarets were making seri- 
ous inroads upon the sales of the 
so-called “standard” brands. 


He denied that his field repre- 


sentatives had made any attempts | 


to cause retailers to charge more 
than 10 cents a package for com- 
peting brands. 


Discuss Sponsored 
Programs for 
Service Camps 


New York, Sept. 11.—The pres- 
entation of free, commercially- 
sponsored shows at Army and Navy 
camps was discussed this week at 
a meeting attended by advertising 
agency representatives at the 
War Department in Washington. 
Lawrence Phillips, 
executive director of the Citizens 
Committee for the Army and Navy, 
Inc., the agencies are considering 
recommending such programs to 
their clients. 

Those attending the meeting in- 
cluded A. K. Spencer and George 
P. Richardson, Jr., J. Walter Thomp- 
son Company; L. O. Coulter, Mc- 
Cann-Erickson; R. E. Horton, II, 
Biow Company: Bert D. Prager, 
Benton & Bowles: Erwin D. Swann, 


Lord & Thomas: Richard Marvin, 
William Esty & Co.; W. J. O’Don- 


nell and C. P. Newton, Batten, Bar- 
ton, Durstine & Osborn; M. H. Bent, 
Blackett-Sample-Hummert; E. A. 


Ellis, Newell-Emmett Company; 
J. M. Van Horton, Young & Rubi- 


cam; and Irwin M. Nathanson, Tom 
Fizdale. 
The 


Citizens Committee is 


an 
advisory organization on in-camp 
activities of the Joint Army and 


Navy Board for Entertainment and 


Recreation, a civilian body which 
brought about the Washington 
meeting. 


“Time” to Iceland 


Starting with the Sept. 15 issue, 
an air express edition of Time will 
be flown to the U. S. armed forces 
stationed in Iceland by Navy patrol 
planes 


THIS WEEK 


+20 
+15 
+10 
+5 


LAST YEAR 


YEAR T0 DATE 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1941, by Advertising Publications, Inc.) 
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JANUARY FEBRUARY MARCH APRIL MAY JUNE | JULY AUGUST SEPTEMBER OCTOBER NOVEMBER DECEMBER 


™% Gain % Gain 


j6-Week 36-Week o6-Week or Loss or Loss 
Period Period leriod 1941 194) Week Week a | 
Kended Ended inded over over Ended Ended 
Sept. 9, 1939 Sept. 7, 1940 Sept. 6, 1941 1939 1940 Sept. 7, 1940 Sept. 6,1941 1 
| Akron, O 6,661,912 6,460,268 6,903,658 14 + 7.6 19,429 1/7,426 
Albany, N. ¥ 6,272,008 »>,264,313 5,678,029 " + 7.9 115,106 136,971 
Atlanta, Ga L1,558,864 10,158,232 10,478,781 9.4 3.6 $15,402 284,550 
Baltimore, Mad 14,530,937 14,886,724 15,989,354 10.0 7.4 107,391 457,584 < 
Birmingham, Ala 8,798,910 9,512,036 10,082,545 14.6 + 6.0 259,896 259,322 
boston, Mass. ... 12,437,032 11,874,675 12,201,907 1.9 2.8 351,479 106,967 
Bridgeport, Conn 6,548,842 6,823,744 7,299,872 11 7.0 160,076 169,708 
Buffalo, N. Y... LO,552,075 9,913,991 10,927,795 + 3.6 + 10.2 285,244 310,875 vi 
Camden, N. J.. 2,793,110 3,589,221 3,452,844 + 23.6 3.8 87.466 100,094 
Cedar Rapids, la 3,407,416 3,202,404 1,876,114 o.u ~4.4 79,016 81,354 
Charleston, W Va 6,900,256 6,800,944 4,265,781 es 6.7 168,924 187,313 
Chicago, 11 19,636,830 1S 906 2017 19,494,327 0.7 4.1 184,920 486.576 
Cincinnati, O 10.4038.685 10,966,305 11,632,534 + 11.8 + 6.1 298,436 S80,012 m 
Cleveland, © 11,%s 74 12,382,18% 12,973,111 8.2 0.7 3,082 368,337 ; P 
Columbus, © 8.775, 7 S.919,923 9,047,579 3.1 14 236,371 225,043 ; H 
Dallas, Tex 14,074,449 13,556,119 13,692,651 3.3 10 342,343 370.2387 be 
Davenport, la 6,251,885 6,376,063 ba 2.9 154,168 164,416 m 
lbavton, © 0,273,242 Y 386,608 + 12.1 10.8 240,264 2PR1.940 pi 
Denver, Colo 6,145,371 748,504 1.s 0 157,681 152,835 
Des Moines, la 1,274,79 4,521,927 0.4 " 117,354 109,379 sie 
Detroit Mich P3.2198,800 3.810.900 13.4 S H18,800 $38,802 pl 
Kl Paseo, Tex 1,092 534 4,020,000 v.99 7.8 154,721 175,686 ql 
boris Pa 6,470,422 H.2ST5S82 .S 3.7 137,732 161,896 Ve 
|} Evansville, Ind 8,214,920 8,174,263 10.9 11.! 109,692 306,900 rT ta: 
| Fall River, Mass 2,284,500 2,336,811 + 11.4 + 8.9 16,305 65,111 ' 
Flint, Mich », 913,824 02.644 Ss + 4.4 149,198 151,312 + 
Fort Wayne, tnd 7,148,662 7,431,705 boo 5 180,838 168,538 ' rh 
Gary, Ind 1030.09) 1,325,607 + 12.6 1.0 104,13% 110,277 co 
}Grand Rapids, Mich 6,008 927 H O28 853 +S] a8 175,672 163,310 po 
i} (ireenville  <. 4,442,191 $,957,22 + 17.7 : 131,807 146,342 " 
Houston, Tex 1}.o11,430 12,682.00 PR,1S81,05¢ 14.5 3.9 200,594 338,842 2 Ph 
Huntington, W Va 1,296,749 SOS21 VIS S51 + 11,7 6.0 117,014 142,141 = 
Indianapolis, Ind 11,074,698 11,962.04 12,773,909 +1 , 6S 1ON 870 $36,240 ' “ 
Jacksonville, Fla 6,218,712 6 576850 H.UTS,062 + 12.2 6.1 168,420 148,064 3 
| Jersey City, N. J 1,425,820 1,431,090 1,466,703 + 2.9 + 2.0 $4,532 O54 i 
enena City ~ Kan 1750.85 2 054,708 1,849,260 5.6 —~10.0 6,630 $4,844 9 pr 
Knoxville, Tena 7,252,761 7,144,746 7,304,886 + 0.7 2.2 IS1,356 177,408 - ne 
| Littl Rock, Ark 6,245,065 HLOS8T,7US HNH5SS62 + 9.9 + 4.2 PTS. 680 189,560 : 
Los Angeles, Cal 16,956,483 16,171,858 16,410,549 3.2 ] 1ZY.N75 420,700 3 In¢ 
Louisville, Ky §. 718,126 WS31,0838 10,415,658 + 7.2 oo 263,218 283,816 r thr 
| Lynn, Mass », 708,838 45,011 6,261,231 aS 5.3 179.914 168.252 ‘ the 
Manchester, No H 138,341 468,526 2,472,811 21.2 0.2 60,608 4,322 ‘ sta 
}'Memphis, Tenn S056 824 SS04,956 S960 296 + 11.3 +14 245,868 242,046 
Miami, Fla 8 051,27 %, 786,829 W458, 064 45 3.4 167,958 158,494 doc 
| Milwaukee, Wis 4.496596 10,351,454 11,290,196 + 18.9 +91 298,304 338,816 l A § 
Minneapolis, Minn H. 460,523 8,343,232 8,464,824 10.5 + 1.5 223,315 269,719 0 fou 
Nassau County, L. 1 1,842,688 1,591,083 2,690,860 + 46.0 + 69.1 59,900 96,270 1] gra 
New Bedford, Mass 2,108,414 2,289,616 2ATTN34 22.3 12.6 9594 HO,280 ne] 
New Haven, Conn 6,194,230 6,468,882 6,717,748 8 + 3.8 176,596 155,580 - 
New Orleans, La 13,103,216 13,577,684 13,476,309 2.8 ON t86,008 874.72 Sea 
|New York, N. Y. 38.668,702_ 38.851.2912 8.502.605, “4 Oo." 1.104.156 1,074,623 2 plat 
| Brooklyn, N. ¥ 2,650,290 2,334,992 Z.SSN NTS ie) 2.3 75,275 78,833 ; mot 
Norfolk, Va 6,472,858 H,U20,38¢ 7,338,802 i + 6.8 153,328 188,608 2 A 
Oakland, Cal 5,248,290 S80, 20 6,263,396 ‘ 6.5 158,402 167,358 ton 
Oklahoma City, Okla 6,145,678 12S 002 709,164 6 Rk 152.880 171.584 2 CISC: 
Omaha, Neb ; . $8,942,060 1,037,808 1,084,649 +6 1.2 131,27 123,645 
| Peoria, IN. 7,222,747 7,826,902 S,487,542 17.5 +84 170,710 192,806 2 RE\ 
Philadelphia, Pa 18,180,430 18,984,439 10,058,943 10.3 ne 542,510 500,074 7 IN 
Phoenix, Ariz 4,993,072 {98,472 6,045,382 21.1 9.9 178,486 164,052 x 7 
|} Pittsbureh, Pa 13,521,480 14,135,044 14,616,224 + 8.1 4 25,052 370,258 18 N 
Portland, Ore 8.468.343 7 636.618 © 993.097 Log rTi2 2 REO “300.410 , he 
Providence, Ro I 7.930.600 7.796.334 7,889.75 O54 4.2 220.8138 295 O48 Our 
Reading, Pa 6,743,749 7,079,119 7,370,142 + 4.1 233,742 221,81¢ on 
Richmond, Va 8,695,028 8,716,974 8,479,198 2 2.7 224,420 228,676 I four 
Rochester, N. ¥ 10,120,324 10,298.14% 10,792,416 + 6.6 1X 272.652 275.937 | I 
tockford, Ill 401,998 769,736 6,401,854 18.5 11.0 142,366 143,948 1 — 
Rock Island-Moline, Tl. 5,652,798 701,284 6,081,052 + 7.6 6.7 123,074 170,058 ‘ — 
Sacramento, Cal HHO 442 4G8 557 845,562 5. 6.4 168,12¢ 157,908 ‘ rT 
San Antonio, Tex 1NTSO8G O97 G0 »SSS.164 20.7 1 160,498 195,741 . 
San Diero, Cal NS S38.975 7,287,728 8,370,366 3 14.9 166,264 217,18 
San Franciseo, Cal 10,707,147 10,075,220 10,266,708 11 19 241.008 251.58 
Seattle Wash 4,426,060 T.974918 S 406.066 i. § 8 5.4 61.044 285.41* 
South Bend, Ind OSB 648 48.2% 1.100,084 14.4 + 14.6 79.760 S71 
Spokane Wash HoT .024 1367, 864 1,508,942 1.7 1.4 130,942 120,10 
St. Louis, Mo 12,024,097 12,259,910 12,094,360 0.8 1.4 298.935 161 
St Paul Minn 7,103,178 100 N46 6.911.91 { 27 291 4N¢ 204.61 
Svracuse N ‘ 7.3183 $824,111 6,497,597 11.2 1.7 130,92 146.4 A 
Tacoma Wash ‘1.2 71é 4.424.17 1,622,755 8.2 4.5 151,592 127,50 
Tampa, Fla 4.5 14,888 64,600 110,968 19.8 0.9 98.952 118.87 
Toronto, Ont., Can 10.998.13 10.14 1% 10,927,508 0.7 7.7 294.715 42 4 
Troy, XN. ¥ 2,954,504 2,8 os4 8.132,124 6.0 7 72,408 2 24 
Tulsa, Okla 6,051,116 ' 422 167.608 t w 
Washington, D.C 21,427.712 2 784.9 TH0,194 11.0 + 4.4 90,204 606.0 or 
Youngstown, O 5,123.83 623,67 6.203.527 °1.1 10 160.349 164.2% : ae 
Total 673,489,496 877,540,244 09. 857,10 } 1.8 18.239.518 18.8 ne 
1 Atlanta Georgian and Sunday American ceased vertisine ‘tor 
publication Dec. 17, 1939 Syracuse Journal published 100th Anniver 
2 Newsday launched Sept 1940 tion March 20, 1939, containing 216,027 |i £ A 
: San Diego Sun suspended publication Nov. 25, 1939 vertising 4 
{ Commercial Appeal published 328-page Centennial 6 Figures not ineluded in totals es 
issue Jan. 1, 1940, containing 428,848 lines of ad " 
' — n 
Hat Ad Ratio 4.6%, |boy’s cotton, leather and miscella- | showed the advertising rat mi is 


Five hat and cap manufacturing 


concerns 


were analyzed by the Federal Trade 


Commissio 
sales for 


similar report covering 19 men’s and | 


|neous garment manufacturing firms | field to be 1.8 per cent. 


whose financial reports . 
TORONTO 
MONTREAL 


WINNIPEG 


n spent 4.6 per cent of 
advertising in 1939. <A 
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ADVERTISING AGE 


45 


ENTHOL 


FEW OROPS ONLY 


If you smoke « lot, DENTHOL is your Corrective for the fre- \ 
quent dull taste and offensive breath thet result. A New Prin- 
ciple, used only in DENTHOL, the Miracle Mouthwash, gives \\ 
you « Clean, Fresh Teste — and Safely helps Nature to keep | 
you “socially acceptable” Use DENTHOL, night and morning 1 
Your Dentist and Your Druggist recommend DENTHOL. ( h 
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Two refugees from the European war have brought out this new mouthwash, now 
the subject of a test campaign on the Pacific Coast. 


Refugees Test 
New Mouthwash 
on West Coast 


San Francisco, Sept. 10.—A news- 
paper test campaign is being con- 
ducted in Pacific Coast newspapers 
for Denthol, identified as “the mira- 
cle mouthwash,” a new _ product, 
behind which is the story of a 
refugee from Germany and another 
from the Netherlands who came to 
this land of opportunity to try out 
their ideas. 

Dr. Ernest Rose, a 
medicine out of Germany, 
Harold R. Rose, lately of bomb- 
bedeviled Rotterdam, are the two 
men behind the product. The news- 
paper test, which is scheduled for 
six weeks, points out the product’s 
pleasing mint flavor, its germicidal 
qualities which aetivate the sali- 
vary glands but have no medicinal 
taste. 

Since three or four drops of Den- 
thol in water called 
copy points that a 


doctor 
and 


is 


out 13-cent 


sufficient, | 


of | 


pocket-bottle is enough for an indi- | 


vidual's trial for one month. A 


family size bottle sells for 49 cents | 


while a larger bottle, identified as 
the economy size, sells at 79 cents. 


A five-column, five-inch ad was | 


prepared for the first week in six 
newspapers, a four-column, 
inch ad for the second week, and 
three-column, three-inch ads _ for 
the succeeding weeks. Two radio 
stations and prescription blanks for 
doctors rounded out the coverage. 
A San Francisco campaign will use 
four dailies and two radio pro- 
grams. Other cities to be covered 
nelude Los Angeles, Portland and 
Seattle. The Denthol Company 


plans other products to follow the 


mouthwash. 


four- | 


2 ~ mal | 
Ad Service Company, San Fran- | 


cisco, is handling the advertising. 


REVLON USES DAILIES 
IN LIPSTICK TEST 


New York, Sept. 10.—Following 
the introductory magazine an- 
houncements earlier this year, Rev- 
on Products Corporation is using 
‘our newspapers in three cities in a 


The October 1941 Issue of 


Molor West 


will be the 


Annual New Car and 
Show Number 


have an enlarged distribu- 
throughout the Far Western 
otive sales and service trade 
restocking for 1942 business 
Ind at the Los Angeles and San 
isco Shows. 


Advertising copy for the Show 
1e can be handled as late 
noon Tuesday, October 7th 
Sut earlier copy is suggested 
rder that we may have an 
rtunity to submit proofs 


‘ 
O. K. before press time 


MOTOR WEST PUBLISHING CO. 
823-24 Rives-Strong Bldg. 
Los Angeles, Calif. 


_ = 


test campaign for its 
lipstick. 

Revlon brought out a lipstick in 
a $1 size two years ago and the 60- 
cent size was introduced in April. 
Newspaper copy describes the “new 
Revlon lipstick and the way it stays 


LIPSTICK TEST 


a 2 
os 


’ 


60-cent size 


coe” 


only 


aja 
vot enome 


Type of copy being used by Revlon 
Products Corporation in lipstick advertis- 
ing test. 


| 


on” and ties it in with “that famous | 
‘stay-on’ Revlon nail enamel.” The 
concluding line reads, “only 60c, also 
$1 size.” 

On the schedule are the New 
York News, New York Times, Pitts- 
burgh Sun-Telegraph and Washing- 
ton Star. Abbott Kimball Company 
is the agency. 


14 Cement Firms Spent 
0.7% for Advertising 


A Federal Trade Commission re-}| 
port of financial statistics and oper- 
ating ratios for 14 cement manufac- 
turing corporations revealed that 
these companies spent 0.7 per cent 
of total sales for advertising in 1939. | 
These companies had a gross mar- 
gin on sales of 36.5 per cent, and 
an average net profit of 17.7 cents 
per sales dollar. 

A similar’ report 
and timber products 


for lumber 
corporations 


showed that average advertising 
expenditures for 29 companies in 
1939 was only 0.1 per cent. In this 


field, the gross margin was 16.9 per 


| cent, and the net profit 5.7 per cent. 


Joins “Enterprise” 

Robert L. Thompson, formerly 
publicity director of the Asheville, 
N. C., Chamber of Commerce, has 
resigned to join the news staff of 
the Enterprise, High Point, N. C. 


Chicago, Sept. 11.—-Pabst Brew- 
ing Company, Milwaukee, has 
launched a limited newspaper test 
on “double-dry” ale, made by a 
“unique and costly process” which | 
consists of suspending huge sacks 
of choice young hops in the tank 
where the ale is aging after the 
ordinary consignment of hops has 
already been added in the usual 


ROYAL CROWN COLA 
IN PREMIUM OFFER 

Columbus, Ga., Sept. 11.—A new | 
premium offer in connection with | 
Royal Crown Cola has been intro- | 
duced by the Nehi Corporation with 
1,000-line copy, offering a_ half 
dozen drinking glasses for 29 cents 
plus 19 Royal Crown Cola bottle 
caps or three Royal Crown Cola | 
carton coupons. 

One market being explored with 
the offer is Jersey City, N. J., with 
copy appearing in the Jersey Jour- 
nal. 

“Special 
emblazoned 
space. This 


Offer!” 


across 


the headline 
tive-column 
in smaller 


Is 
the 
is followed 


While they last... set of six 22-carat gold-band Libbey Safedge Glasses! 


type by “While they last .. . set of 
six 22-carat gold-band Libbey 
Safedge Glasses!” Considerable 
copy is devoted to the premium’'s 


desirability. “Take the caps or the 
coupons to your nearest Royal 
Crown Cola dealer,’ concludes the 
advertisement, “and this handsome 
set is yours for only 29c!” 


PABST TESTS NEW 
DOUBLE-DRY ALE 


way. 

Soglow illustrations and cartoons 
are being used in the copy. Initial 
560-line copy in Detroit carried out 


| the “double - hopped, double - dry” 


| theme 


with a couple of Soglow 
parachutists dropping from a plane, 
hopping twice, and showing up 
finally on the backs of camels, care- 
fully nursing bottles of the new 
brew. The product is being offered 
in the usual can and full-size bot- 
tle, and in a new “club size” 


| described as “just right to perk up 


a meal: ideal 
nightcap.” 


for a quickie or a 


Brewery Picks Radio 


Lone Star Brewing Company, San 


Antonio, has launched a radio cam- | 


paign in the city using four of San 


Antonio's five stations, KTSA, 
'WOAI, KMAC and KONO, with 
KTSA handling the bulk of the 
business. KTSA will produce 15- 
}minute newscasts Menday through 
Saturday and follow with a one- | 
hour dance parade on Saturday | 
night. The remainder of the cam- 
paign will consist of 184 spot an- 


nouncements weekly which will be 
divided among the other three sta- 


tions. Thomas F. Conroy, Inc., is 

the agency 

Gilbert Hodges Speaks 
The first of a series of 26 lec- 


tures conducted by the Advertising 
Club of New York in its 1941-42 
advertising and selling course will 
be “How to Get Ahead in Adver-| 
tising and Selling,” by Gilbert T. 
Hodges, chairman of the executive 
committee of the New York Sun 


Boosts KMPC’s Power 


The Federal Communications 
Commission has granted station 
KMPC, Beverly Hills, Cal., an in- 
crease to 10,000 watts day and night! 
power 


| Night-Life 


| selling 


Formfit Promotion 
Emphasizes Fit 
in Fall Campaign 


Company Plugs Bra 
and Foundations by 
Nursery Rhyme Copy 


(Picture on Page 47) 


Chicago, Sept. 11 Nursery 
rhyme copy, aided and abetted by 
curvaceous Merlin drawings, will 
punctuate the advertising of the 


Formfit Company, now releasing its 


, fall campaign to national magazines 


plus some 77 newspapers 

In for intense promotion 
program the Life brassiere, di- 
vided formerly into Day-Life, 
and Sport-Life, and 
that these three are 
designed to serve specific purposes 
on special occasions. In promo- 
tional material aimed at retailers, 
the company points out that the bra 
presents an “easy, natural way of 
increasing volume, not just dou- 
bling sales but tripling them’ by 
three instead of one” and 
asserts that the brassiere has “been 
supported by the strongest, most 
consistent promotional 
ever.” Life will carry the bulk of | 
the brassiere’s promotion. 


in this 
is 
as 


copy insists 


Dealer aids will take a prominent | 
| part in the foundation and bra pro- | 


motion, one of 
being the 
head and 


the most prominent 
sculptured bust-——that 


shoulders statuette of 


the Merlin figure prominently dis- | 


played in Life advertisements. 
color reproductions of 
ments, booklets, and 
mats are included, one mat reading 
“hippety hop to the corset shop.” 


Full 


advertise- 


Uses Graduate Corsetieres 
This 


year’s campaign, unlike 


others in that it has no peg such as | 


scissors 


houette or 


silhouette,  cigaret sil- 
Pagan Charm girdles as 


a curve-curbing tag line, is capi- | 
talizing on the fit portion of the 
company’s name. A survey taken 


in key cities indicated that the pri- 
mary object in buying foundations 
was “fit,” and foundation 
harps on the subject, using 
headlines as “In hats it’s chic 
foundations it’s Fit” and “In 
it’s luxuriance—in foundations 
Fit.” 
ment there will be corsetieres. 
company has been training 


such 


furs 
it’s 


The 


these 


corsetieres at special schools, and at | 
the | 
graduates are awarded a Graduate | 


the conclusion of the course 


Corsetiere pin. The pin is to be 
worn at all times and to serve to 
identify the wearer as a_ person 


knowing corsets 
setiere insignia being sent 
dealers for use in advertisements. 
In releasing the same artwork as 
that used in its national advertising 
campaign, Formfit deviates from an 
established house policy. 


to 


Is 


ENJOY THE FINEST 


All that is best in living is offered 
at the Coronado where every 
comfort and service is extended 


to moke your visit a complete 
success. . . . Plus convenience to 
transportation, shops, theatres, 
business and social activities. 
RATES FROM $2.50 
AIR-CONDITIONED 
BEDROOMS & RESTAURANTS 
ADJOINING GARAGE 


campaign * 


1S, | 


newspaper | 


COpy | 


in | 


To aid in proper figure align- | 


The graduate cor- | 


The Mer-| 


lin series was outstanding enough, 


the company felt, to warrant its 
being used by dealers. 

Life brassieres took their bow in 
Life’s Sept. 15 issue, and other na- 


tional magazines and newspapet 
rotogravure Sunday sections will 


receive their foundation insertions 
at the same time. Harper's Bazaar 
ed off with an advertisement in its 
Sept. 1 issue, and other national 
magazines on the list include Made- 
moiselle, The New Yorker, Photo- 
play-Movie Mirror, Vogue and Wo- 
man’s Home Companion. 


“THAT BLEND" 
Exclusive 
with Rapid 


RAPID COPY SERVICE CO. 
e 123 N. Wacker Drive ... CHICAGO 
@ 415 Lexington Ave... NEW YORK 
© Ninth-Chester Bldg. . . CLEVELAND 


PRINTING 


“He Who Gains Time, Gains 
Everything” —or inversely, lost 
time is total loss. The road that 
detours here 


and detours there 
may finally bring you to your 
destination, but at what cost! 
Why be so lavish of Time when 
it is the one thing about which 
you should be most solicitous? 
Why have your printing contin- 
ually detoured—one place for 
engravings, another for typeset- 
ting, and still somewhere else 
for presswork? When you give 
| the complete job to Faithorn, 
you avoid all detours and way 
side stops. Your jobs steam 
merrily along; arrive on time 
clean, handsome, fit. Now (with 
pardonable pride) we announce 
a Night Engraving Service 
| of the highest order for the 
making of fine plates. Let us 
| demonstrate the value of 3-in-] 
| service. Phone Wabash 7820. 
| Exceptionally well fitted to submit ideas, 


make layouts, prepare sketches and draw- 
| ings—through every step of production. 


@ For years the 
° . 
American seating 
ympany has 
used FAITHORN 
j-in-1 complete 
Service. You, too, 
In now enjoy its 


many advantages. 


Aa Uaw 


amenican searing 
company 


FINEST ENGRAVING 
FINEST TYPOGRAPHY 
FINEST PRINTING 


| You can use one or all—just as you wish, 
| but all are here, ready to serve you... 
Speed—economy—satisfaction assured. 


FAITHORN 


CORPORATION 


Telephone Wabash 7820 
$04 SHERMAN STREET 
CHICAGO 


Mm DAY AND NIGHT SERVICE 
| 
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NAB Approves 
Music Contract: 
War Nears Finale 


New York, Sept. 11.—Only faint 
sounds of battle still lingered over 
the radio music field this week 
approval of ASCAP terms by 
National Association of Broadcast- 
ers gave rise to the hope that the 
society’s music will be aired on all 
national networks before the end of 
this month. 

Although the signing of contracts 
will be held up until all affiliates of 
National Broadcasting Company 
and Columbia Broadcasting System 
have approved the deal, the NAB 
executive committee’s action virtu- 


as 


+} 7 
Line 


ally assures the affiliates’ accept- 
ance and the end of the eight- 
months-old war. Affiliates must 


| 


agree to return 2% per cent of their | 


network revenue. 
CBS resumed negotiations with 
ASCAP last week for the first time 
since the network's counter pro- 
posal in June was declared unac- 
ceptable by the society. 
ASCAP have been slowly coming to 
terms with all indications that CBS 
would follow suit. A number of 
difficulties were solved last week. 
Terms agreed on by NBC 


lat 


OPA Seeking 


Voluntary Aid 


on Price Ceilings 


Hopes Automotive In- 
dustry Will Set Example 
for Business 


Washington, D. C., Sept. 10. 
Leon Henderson and his Office of 
Price Administration hope to be 
able to avoid another squabble with 
the automobile industry, and that 
voluntary cooperation will make it 
unnecessary for OPA to set price 
ceilings on both new and used cars. 

Since several 1942 models are al- 
ready on the market and being sold 


advanced prices, there is some 


| ground for hoping that government- 
lestablished ceilings will not be in- 


NBC and}! 


and 


ASCAP call for payment of 234 per | 


cent of net receipts on 
commercial programs and of 1 
per cent of local time sales of man- 
aged and operated stations. CBS 
is expected to sign an_ identical 
contract. 


91 


ADVERTISING 
REPRESENTATIVES 
WANTED 


for new, unusual 


OUTDOOR ANNUAL 


Excellent opportunity for reps. ex 
Pr ¥ I 

perienced in hunting and fishing 

publication field. Add this Outdoor 


Annual to your other publication 
or sell for it exclusively. Write in 
confidence to Box 3480 ivertising 


Age, New York, N. Y 


network | 


stituted. OPA is ready to issue 
price schedules at any time, how- 
ever, if unreasonably high price tags 
are placed on new cars. These ceil- 
ings would cover both wholesale 


made necessary by higher labor and 
material costs, other industries 
whose output is being curtailed may 
be expected to follow suit. The mo- 
tor business is generally regarded as 
the bell-wether. 

It may well be good news for ad- 
vertising if OPA does not find it 
necessary to establish automotive 
price ceilings. The fear has been 
expressed in industry circles that 
OPA might set auto price ceilings 
without including advertising as a 
normal and necessary cost. If that 
were done for automobiles, the prec- 
edent would probably be followed 
on appliances and other major items 


the production of which is now re-} 


stricted. 

Leon Henderson 
agency primarily as an anti-infla- 
tion safeguard. He and his aides 
keep a sharp watch on the unwar- 
ranted price increases which are at 


regards his 


|once a cause and a result of infla- 


tion. OPA officials disclaim any in- 
tention of using the emergency to 
make over business to fit a 
mold. They say their job is to help 
business preserve itself, and that 


|peace-time business methods must 


and retail prices, and would even} 


include trade-in allowances on used 


cars, prices on second-hand autos 
and on repair parts. 
OPA officials have gone out of 


their way of late in an effort to lay 


a friendly basis for mutual cooper- 


jation with the automotive industry. 


lof the business 


|} impress 


They realize they would face a tre- 
mendous enforcement problem if it 
were necessary to police the 44,000 
auto dealers in the country. Deal- 
ing with the eight major manufac- 
turers would relatively simple 
compared to handling the retail end 
OPA’s hope is that 
manufacturers themselves will 
dealers with the folly of 
short-term profiteering at the ex- 


be 


the 


|pense of long-term regulation. 


Bell-Wether of Industry 


The problem of price ceilings fo 
the automotive industry is regarded 
particularly important. If mo- 
tor men can’t agree with OPA as to 
the amount of the price increase 


as 


“Guns and Butter” 
_ 


a 


Rock Island-Moline, (Ill.)-Davenport, (la.) 


The Perfectly Balanced Market 


Served by 
Radio Station 


INDUSTRY 


The Nation's Greatest Arsenal and 
the World's Farm Implement Cap- 
itall No wonder business is boom- 
ing in WHBF’s 2 MV market. An- 
nual per capita sales were $322 in 
1939—much higher now! Annual 
industrial payroll is nearly a BIL- 
LION DOLLARS to nearly a MIL- 
LION WORKERS! 


WHBF 


AGRICULTURE 


52 of the richest agricultural coun- 
ties in the nation are within 
WHBF's 1/2 MV areal Here, the 
buying power of prosperous IIl.-Ia. 
farmers rings cash registers with 
record sales. What a balance with 
the industrial enterprise of the TRI- 
CITIES—A DOUBLE MARKET. 


5000 watt Coverage at 1000 watt Rates! 


Now 5000 watts in power—WHBF is still available at former 1000 


watt time rates. 
low cost! 


Cash in on this splendid market at remarkably 
Write for detailed information NOW. 


GROW with WHBF and MUTUAL! 
Basic Mutual Network Outlet 


AFFILIATE OF ROCK ISLAND, ILLINOIS ARGES 


Voice 
ROCK ISLAND - DAVENPORT + MOLINE 


FULL TIME 1270 K C 


THE 5000 WATT 


of the Lri-Cities 


| to 
| period. 


government 
upsets the 


by 
war 


be supplemented 
effort long as 


as 


|normal economy. 


From the standpoint of business, 
it would appear wise to cooperate 
with Henderson and OPA 
possible. One result of such action 


|might well be to keep a price con- 


trol bill off the statute books. Con- 
gress has indicated since the price 
control bill was introduced that it 
prefers not to enact such a law, and 
will do so only if voluntary anti-in- 
flation efforts fail. 


Esso Marketers 
in New Campaign 
on Conservation 


New York, Sept. 10.—-With the 
twofold purpose of helping motor- 


ists lengthen the life of their cars 
and encouraging fuel conservation, 
Esso. Marketers today launched 
an extensive newspaper campaten 


covering 18 states and the District 
of Columbia, with copy scheduled 
run weekly for an_ indefinite 


The drive ties in with the 
recently announced automobile pro- 
duction cuts. 


Opening insertions of 1,000 lines 
highlight the theme of the cam- 
paign, “Care Saves Wear.” Special 


emphasis is given toa 38-page book, 
entitled “How to Lengthen the Life 
of Your Car and Save Gasoline.” 
Free “checkover” services rendered 


by Esso dealers are offered as a 
supplement to the book. 
Esso news broadcasts over 34 


radio stations will continue to stress 
the conservation theme, offering 
listeners the same book mentioned 
in the newspaper copy. Marschalk 
& Pratt directs the radio portion of 
the Esso account. 

The campaign will be promoted 
in areas served by Colonial Beacon 


new | 


| 


if at all) 


FM Station Plans 
to Boost Audience 
by Promoting Sets 


Chicago, Sept. 11—A_ unique 
merchandising and promotion cam- 
paign to sell FM radio receiving 
sets has been launched as a back- 
ground for the advent of Station 
W59C, “WGN’s little sister,” which 
will go on the air at noon Sept. 21. 
There are at present 5,000 sets in 
this area capable of receiving FM 
programs, and the objective is 
greatly to increase this number and 
thereby broaden the market for 
broadcast advertisers using the sta- 
tion. 

W59C is to operate commercially 
at once, and the management feels 
that part of its job is to create 
listeners through increased sales of 
receiving sets, as well through 
effective program policies. The 
campaign was initiated with a pro- 
motion meeting for radio dealers 
Sept. 5, more than 500 turning out 
to listen to demonstrations of FM 
broadcasting and to hear of plans 
for increasing their sales in this 
field. 


as 


Many Makes Available 


Manufacturers whose FM sets are 
in stock in Chicago stores and who 
will benefit from the promotion 
include General Electric, Strom- 
berg-Carlson, Scott, Zenith, Pilot, 
Stewart-Warner, Magnavox, How- 
ard, Freed, Fada, Espey, Ansley, 
Meissner and Philharmonic. Most 
of them are combination — sets 
capable of receiving standard 
broadcasts by AM as well as FM. 
In addition Philco is putting out a 
set not using the Armstrong patent 
design. RCA as yet is not in the 
FM receiving set field. 

The program policy of W59C will 
be to broadcast approximately 90 
per cent music, with 10 per cent 
news and special features. 
will also be a limited number of 
network programs from Mutual 
Broadcasting System, in addition to 
WGN sustainer programs. 

The new station will get off 
a flying start with a special section 
in the Chicago Sunday Tribune 
Sept. 21, in which the advantages 
of FM broadcasting will be devel- 
oped editorially and through adver- 
tising. Other listener promotion 
will be carried on through adver- 
tising in the Tribune. 

William A. McGuineas is sales 
manager of the new station, with 
Carl Meyers chief engineer, Henry 
Weber musical director and Frank 
Schreiber operations manager. Most 
of them occupy similar positions 
with WGN. 


FCC to Hold 
N. Y. Hearings on 
FM Licenses 


New York, Sept. 11.—With seven 


Oil Company, Standard Oil of New | applications for frequency modula- 
Jersey, Standard Oil of Pennsyl-| tion station licenses in the New 
vania and Standard Oil of Louisiana. | York area and only three channels 


McCann-Frickson is the 


charge 


agency in 


Chateau Martin 
Wines Promotion 


Expanded Greatly 


|} out 


= 4 , ee SY age - 


New York Sept. 11.—Expanding 
its schedule to include the use of 
national magazines for the first 


time, Eastern Wine Corporation will 
launch one of its largest campaigns 
for Chateau Martin wines this 
month, with emphasis on the East- 


ern seaboard through newspapers 
and spot radio. 
Magazine insertions will appear 


in Esquire and Life in quarter and | 


half-page size. Spot radio will 
carry the Chateau Martin message 
over 15 Eastern statione, while a 


schedule in the New York Daily 
News will start Sept. 19 and con- 
tinue three times weekly through- 
the rest of the year. A color 
page in the magazine section of the 
New York Times is also scheduled 
for December. H. C. Morris & Co 
is the agency. 


SA Suit ice eS 


/nounced that a joint hearing will | 
| be held. No date has been set for | 


available, the Federal Communica- 
tions Commission this week an- 


the hearing. 

Eleven commercial FM _ licenses 
for New York have already been 
approved. The seven applications 
to be considered at the hearing 
are those of the New York News, 
FM Radio Broadcasting Company, 
Debs Memorial Radio Fund, Inc. 
(WEVD). Knickerbocker Broad- 
casting Company (WMCA), WBNX 
Broadcasting Company, Greater 


New York Broadcasting Corpora- 
tion (WOV), and Wodaam Cor- 


(WNEW). 


V. A. Dupy Advanced 

V. A. Dupy, central sales man- 
ager of United Motors Service, 
Detroit, has been promoted to gen- 
eral merchandising manager, and 
his post will be filled by E. O. 
Graber, Detroit branch manager. 


poration 


Names Rolfe Spinning 

Michigan Roadside Table Com- 
pany, Pontiac, Mich., has named 
Rolfe C. Spinning, Inc., Detroit, to 
direct its advertising 


There | 


to | 


Shulton Opens 
Old Spice Face 


Powder Drive 


New York, Sept. 11—To ma 
the addition of face powder to 
| Early American Old Spice toiletr 
line, Shulton, Inc., will launch 
|special magazine campaign 
ning Sept. 15 and 
through the fall. 

Shulton first ventured into 
metics last spring with the Ds 
Flower line, consisting of face py 
der, lipstick and rouge. The E 
American Old Spice line has } 
confined to toiletries which Shu 
will continue to promote in 19 n 
azines. 


be 
continu 


Copy will be built around F 
theme, “Created for America; 
character beauty,” and for the firs: 
time, Shulton will use pictoria! 


illustration—a reproduction of a; 
early American portrait of a womay 
—other than merchandise. 

Following the introductory  «n- 
nouncements in full color on inside 
covers of Harper’s Bazaar, Vouw 
}and You, two column, black ane 
white insertions are scheduled {o 
|Cosmopolitan, Good Housekeeping 
| Ladies’ Home Journal, Mademoi- 
|selle, McCall's, The New Yor! 
Redbook and Woman's Home Com- 
|panion in addition to the magazine 
section of the Christian Scienc 
Monitor. Wesley Associates is the 
agency 


TGA S urveying 
Toilet Goods 
Material Needs 


New York, Sept. 11.—Collecty 
of data on raw materials required 
by the toilet goods industry wit! 
;a view to placing the informatior 
|before officials handling defens 
| priorities and civilian supplies, was 
| started here today following 
meeting called by the Toilet Goods 
Association. 

A special committee was named 
for the job, consisting of Hermar 
L. Brooks, Coty, Inc., TGA presi- 
dent; H. Gregory Thomas, Bourjois, 
Inc.; William M. Bristol, Jr., Bris- 
tol- Myers Company; Northan 
Warren, Northam Warren Corpora- 
| tion; Arthur E. Johnston, Colgate- 


'Palmolive-Peet Company; Charles 
S. Oestreich, Lander Company, and 
S. L. Mayham, Toilet Goods Asso- 


ciation 


Launch Fashion Service 
Fashion Shows, Inc., New York 
has been organized by Ian Wood- 
ner, architect and industrial de- 
signer, and Alfred Stern, showman 
as a service agency to assist adver- 
tising agencies and the _ fashior 
trade in the production and staging 


of fashion presentations. Offices ar 
at 39 W. 67th street. 
Gets Power Boost 

Station KOMO, Seattle, NBC Rec 


outlet, has been granted an increas 
to 5,000 watts from 1,000 night tim 
power by the Federal Communicé- 
tions Commission. 


EUREKA! 


A gold 


mine in Wiscon-in! 

WTAQ is the only 
CBS 
carries 


half 


strength throughout 


station which 


much a. 4 


iis 


millivolt signal 


this rich northeastern 


Wisconsin and upper 


Michigan area. 


We've got " 


Want proof? 
and how! 


WIA 


GREEN BAY, Wisconsi= 


The only CBS outlet fv 
Northeastern Wiscon’® 
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MOTHER GOOSE, 1941 


KEEP & GEA wanenens 


Type of copy being used in Life by the 

Formfit Company to push its brassieres, 

part of an extended national campaign 
ust launched. (Story on Page 45.) 


Victor Cullin, president-elect of the 

Financial Advertisers Association, whose 

annual convention was held in Cleveland 
last week. (Story on Page 6.) 


GLENMORE GOES TO WORK ON THE MULE 


COLONEL 
Pui 


A note of serious expectancy was caught by the camera on the faces of these 

gentlemen as they considered the objectives of the Glenmore Distilleries Com- 

pany at the annual meeting of division managers at French Lick Springs. Read- 

ing left to right, J. B. Wells, D'Arcy Advertising Company, St. Louis; R. E. 

Deateale, Glenmore sales manager; A. P. Bondurant, advertising manager, and 
Lee Hamilton, assistant sales manager, the last three of Louisville. 


R. B. Warman of Landsheft & Warman, 

Buffalo agency, takes a radio bearing 

about his cruiser. G. W. Campbell, 

Buffalo publishers’ rep, takes Warman's 
picture. 


QUINTS HELP LANGENDORF SELL BREAD 


for Wholesome 
Children 


MADE WiTh 
CEROBREX-VITAMIN 8) 
* AND IRON 


Bakers Research 


Current 24-sheet being used by Langendorf United Bakeries of San Francisco, featuring the Dionne quints. 
New York, developed the promotion, which Langendorf reports has resulted in consistent sales increases. 


Bureau 


DISCUSSING THE WEST COAST RADIO SITUATION 
(b 
; 


“ners and managers of nine radio stations in the NBC Pacific Coast basic Blue network were represented at this meeting 
"Hollywood Radio City, Aug. 28-29. Standing, left to right, Hal Bock, press manager, Western Division, NBC; John Swallow, 
"gram director, Western Division; Clyde Scott, sales manager, KECA, Los Angeles; Louis Wasmer, president, KGA, Spo- 
‘we; Birt Fisher, general manager, KJR, Seattle; Lew Frost, assistant to Don Gilman; Tracy Moore, Blue network sales man- 
‘, Western Division: Howard Lane, McClatchy network; Arden Pangborn, manager, KEX, Portland, Ore.; Bob McAndrews, 
“* promotion head, Western Division. Seated, left to right, Charles Storke, manager, KMS, Santa Barbara; Tom Sharp, 
mident KFSD, San Diego: Don E. Gilman, vice-president in charge, Western Division; Harrison Holliway, general manager, 
“SA. Los Angeles: Keith Kiggins, sales manager, Blue network, NBC: and Al Nelson, manager, KGO, San Francisco. 


PHOTO- 
GRAPHIC 
REVIEW 
OF THE 
WEEK 


TAKES A BEARING 


IT'S A NEW DISEASE—BUTLER'S STRUT! 


Photo cartoons of this type will be featured in the fall and winter advertising 

of Kabo Corset Company. This particular stance is “The Butler's Strut," and 

copy will explain that a woman need not walk as though she were in a plaster 

cast when she wears a Kabo foundation garment. Gourfain-Cobb Advertising 
Agency, Chicago, is in charge. 


CELEBRATE RETURN OF P & G SHOW TO AIR 


Return to the air of Procter & Gamble's NBC-Red network show, ‘Knickerbocker 

Playhouse,’ was celebrated following the first broadcast of the 1941-42 season by, 

left to right, H. K. Kahn, vice-president, H. W. Kastor & Sons Advertising Com- 

pany; W. L. Weddell, NBC sslesman on the show; J. H. West, Procter & Gamble: 

J. L. Crooks, P & G; Betty Winkler, star of first show; Arthur Kastor, president of 

the Kastor agency; R. G. Jennings, Kastor radio director, and W. J. Anderson, 
P&G. 


AROUND FESTAL INSURANCE BOARD 


ted ev 


id he OF 


Among insurance company advertising executives and agency men who attended 
the Insurance Advertising Conference at Hershey, Pa., were, left to right, Ray D. 
Parker, president, Parker-Allston Associates; W. Rhoades, Marine Office of 
America; Harry G. Helm, Glens Falls Insurance Company; Ralph E. Morrow, 
business manager, Rough Notes; Dwight Ealy, Ohio Farmers Insurance Company, 


and Richard C. Budlong, Globe Indemnity Company. (Story on Page 40.) 
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WHEN AN IRRESISTIBLE 
FORCE... 


seine Paice [ | 
| | 


“ct 
H 


MEETS AN IMMOVABLE 
OBJECT... 


Someone Gets Caught 
in a Squeeze! 


Today it’s the manufacturer, faced with 
an ever-diminishing margin of profit. His 
cost of production has risen enormously 
due to higher taxes, higher hourly wages, 
and the increased cost of raw materials. 
Meanwhile prices have risen compara- 
tively little. And price ceilings bar the 
possibility of passing the increased cost 
of production on to the consumer. Yet 
there is a way out... 


ITH production costs and selling prices 

more or less out of your control, it becomes 
necessary to lower your cost of distribution to pro- 
tect your margin of profit. And you can lower your 
distribution cost dy getting more out of the advertising 
dollars you spend. 

Chances are that you've already recognized 
radio as the most economical national medium 
But today many radio sponsors are examining 
their set-up anew—measuring their coverage not 
merely in volume, but in effcrency—in what if costs 
them per thousand listeners. 

It is precisely under such measurement that the 
Blue stands up best. And, depending upon such vart- 
ables as number of stations, etc., the Blue costs from 
eleven to thirty-six percent less per thousand listeners. 
The reason becomes obvious when you consider 
these advantaves of the Blue: 


“HE'S BEEN THAT 
WAY EVER SINCE HE 


PUT HIS PROGRAM 


ON THE BLUE” 


Lower Your Cost of 
Distribution 


by Buying BLUE! 


ECONOMICAL BY DESIGN Blue Network stations 
are located in the Money Markets where buying 
power is heaviest. As the number of Blue stations 
rose from 64 to 110 in the last 16 months, the 
basic Stratev\ of the network remained the same 

to cower markets, not sust areas, to provide sales where 
selling 1s mast profitable. 


ECONOMICAL WITH POWER Some networks 
offer a large number of 50 kw stations, but remem- 
ber that while power is not always effective, it is al 
ways expensive. The Blue has high power stations 
where power ts needed—elsewhere conserves its 
power and your budget. 


ECONOMICAL IN COST PER STATION — Ihe 
famous “"Blue Plate’’ system of discounts was 
originated to encourage the use of the coast-to- 


tnjoy sales through the air with the greatest of ease—pay 
from 11% to 36% less per thousand listeners! 


coast Blue Network. As you expand your network 
you receive savings up to 20°o of your total time 
cost, naturally leaving more money in your bud- 
vet for talent. 


ECONOMICAL IN TALENT Bolstered by the finest 
sustaining schedule of news, sports, and public ser- 
vice programs on the air, Blue sponsors enjoy an 
audience as loyal as it is large. Blue evening com- 
mercial programs have a C.4B average of 10. 
And they have achieved this amazing record with 
a talent expenditure of 44‘ c /ess per quarter hour than 
their major network competition. 


7 . . 
If current conditions suggest the need of lowering 


your cost of distribution, let a Blue salesman show 
vou the way out of your trouble! 


NATIONAL BROADCASTING COMPANY-—A Radio Corporation of America Service 


Sales thru ft he Ce 


stations (2 in major markets Four other 
October 1. In the same period, 11 Blu 
addition, 28 station improvements are 


6 frequency betterments and 2 new transmitters and antennas. 


NEW STATIONS! MAJOR IMPROVEMENTS! Jn che pace four om mnths, the Blue Network has added $ new 


stations (including KQV, Pittsburgh and WCBM, Baltimore co Blue n 
one completed important improvements 8 stations increased their power. In 
ow under way~ 20 power increases (including WWVA's increase to 50,000 watts 


with 


NETWORK OfF L/L 
the greatest of case ~ 


er, 


“y 
your 
vert 

copy 
mere 
alph: 


Th 
ers ; 
1942 
if si 
Start 
Cars, 


lots 


i aie “ opie, i git =) ey = es Hee Ss ie aS ny 
48 
ae 
~ ae 
ee 
is asd 
he Se 
+7 ~as (5 F sae0 SSs-s i. 
' rs ‘fs | { , ar = | 
bee 4. ee Sail bused = 
2 ae vo 
a , a aa 
er a -_- 
. a Pe F 
aes om ?. 
. sees | 
ae A ae - 3 a e 
“ial i oS a i ‘ es r{ | | || ne ae oe -* 
y o s ad ov s I 
as | y's | |! poten ae It 
4 g “) 
= =  m™ ~ <25 <ae 9 one 
. | we fa mi i fi ek os o° WHERE |BLUE PROGRAM STARTED 
ee : » al ae ne es es 
pea ae i —————— e 
Le ret as ———_— ———— Oh aS" F ; F 
te \\ be a lace 
+: Sere f iy mu 
eu f 
~ | OTE Ne NLS : 
a: = yb 
; aN ‘ PY A 
-— | h — wg , - 
os {ee { y) “ 
eee Bay TTS \( | ‘4 aes —_ . izec 
re st ke : ‘NS trol 
aa - s% hoes aa > | a a 4 x An 
ais « ) * Ne 
aa dee —_— are 
Bere’ ig Pr) S » " 
ae a| oe Te) | == fina 
oe AA J ‘ Peg 
$3 Fi . ’ aa A 
— x ‘ ie" ¥ ie 
— e. ee tisir 
; _ The 
naa —_ has 
, eee a» hi asl 
. oa “bis ‘63 % cas 
ty ‘ = “ : sh “ f 
a « wh . “ 
oe spir 
i i ¢ Wa 
ee Pie 
ey gh ee rt. 

ener Wa 

gee day 
| 
ae _ V 
2 <e will 
5 ieee ; WO] 
oe onl; 
Yaa liqu 
— ——— , Bro 
a. 
ur Beas pt | 
ae Fr 
oil ei I rect 
igi: ; cess 
i | tel. 

. 

a » a fle 

ey 

Ss Vacs 
. as cinc 
oe | 4H 
rt ae smu 
sia offic 
: subj 
+ 4 the 
3 rate 
oe beils 
Ala W 
ag cad fash 
—- offer 
any fair 
—— j tran 
. ae 

eee 

= { . ¥ ie . on So 3 AF ot. Fa 3 i ; 
e: + eouleia 4 — 

. ' a - Mi 
ee. ee bi “Ss i popu 
- a * a anyt 

ag ce, ter 1 
ey. ‘a fie RM ba Oe S the f 
P gape’ Maas ; eae 
St OR - a ner, 
¥.. ae ak et 
ite me Bes spe + | 
ae 
ie If 
Leag 
do y 
; . dorse 
Mi ‘ ‘ reat oe . = tae ate 
eee 4 i ase iba is eS NRE Mtn, AER ee ps = ae ae 
ig: . ; Be ae ee Sone et ee am ek ee ay ‘eb Pe ore vd “agers PEt Teka Meee PRU oe Pek Re ee 
py . . 4 el ST oP ies a eae wae Se eg eel Lae hae 1 ee ee eae er ie a ee: a Ie Fg eae Mi ee Cs a * Se) oi eee ie int cas Rae a 4 > ee “et ae a. . 
a Fa. at aie 34 Rigi hy Si see gy. Say z wns a ee ore Sy ad oe ve z spi Sate Mie fica in hy ee ns aie f Bn sig eee hs ae a a PYgE . : ? ee ey at 
< eee ace sei eam 9 bN.- Sere: ic, es a ee a ea: 82, Tousen oie a “eh ioe ee SR he aa al 
ae al Fats " 7 get me a ; a 2 r We. m o y Sin S , % ' : 
'. a ee ae “year = “£?; 


